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RUGGEDLY BUILT 
FOR HIGH PRECISION 


This huge capacity new | 
Brodie B-142 BiRotor was 
designed to measure crude 
and refined products. Its 
high precision and sus- 
tained accuracy insures © 
dependable continuous op- 
eration under rugged 
conditions. Skillfully engi- 
neered by experienced me- 
ter craftsmen the B- 142 
employs the outstanding 
Brodie BiRotor metering 
principle. 

There’s a Brodie Meter to 
meet your every require- 
ment in petroleum meter- 
ing. For the solution to your 
metering needs, call your 
nearby Brodie Specialist. 


911 


RALPH N. BRODIE COMPANY 


San Leandro, California, U.S.A. 
CABLE ADDRESS: ‘‘BRODICO" 
MT. VERNON, N.Y., 550 So. Columbus Ave. 


DALLAS 7, TEXAS, 167 Parkhouse St. 

SEATTLE 9, WASH., 221-9th Ave. N. 

CHICAGO OFFICE: 1227 Circle Ave., Forest Park, Ill. 
LOS ANGELES 22, CALIF., 5401 Sheila Street 


REPRESENTATIVES WITH STOCKS AND SERVICE FACILITIES 8 ABEL PRIENMCVPAL CEPREG 








For Faster Fuel Oil Deliveries This Winter 


INSTALL 154° HIGH-SPEED HOSE NOW! 


Maltese Cross 1%" hose is your answer to today’s high-speed, 


. ' ATA 
high-pressure systems! It gives you these big advantages: es 


e FASTER FLOW. Up to 40% faster flow than 1!4" hose at the same 

pressures .. . designed for 100 gpm. plus deliveries. (See chart.) 
oy 
RS 
+e OY 


e LIGHTER WEIGHT. Actually weighs 4 lbs. per 100 ft. less than 
1!4" hose. 
e LONGER LIFE. Improved cover of abrasion-resistant synthetic. > ar 
.v 
} a 


e@ SAFETY. Specifically engineered to withstand high pressures and 


pressure surges. » 


eum 125’ 13 Hose & 12 Nozzle 


GALLONS PER MINUTE 


Maltese Cross 1*s" fuel oil hose has been service proven through- 
out the continent on new high delivery systems and conventional 50 

systems alike. Priced competitively with conventional 114" hose, 2. See 

it gives you “far more hose per dollar.” Available from stock with nar ha ae ee eee 
a wide range of fittings. Install now to get faster deliveries from PRESSURE AT HOSE REEL—P.S.1.~NOZZLE OPEN 
your trucks all winter long! Hewitt-Robins, Stamford, Connecticut. 


Contact your local 
H-R distributor for 
prompt service! 
THE NAME THAT MEANS EVERYTHING IN BULK MATERIALS HANDLING SYSTEMS... 
INDUSTRIAL HOSE - CONVEYOR BELTING AND IDLERS - POWER TRANSMISSION EQUIPMENT - VIBRATING FEEDERS, SCREENS & SHAKEOUTS 
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FASTER DELIVERY, LOWER COST PER FUEL DROP 


As an oil marketer, you know that 
high delivery costs are the major rea- 
son for high marketing costs. 


Opws INN Ey AZ —” Want to reduce your delivery costs? 
Look then at OPW’s new 4” rapid 
"VICE TI ELLs; delivery Tight Fill system. It’s un- 
restricted full-flow design, quick 
coupling action and leakproof seal 
give you the fast, safe accelerated 
deliveries that help to reduce costs. 


OPW NOS. 60, 61-AS, 61-T, 62 SUBMERGED TIGHT FILL FOR UNDERGROUND STORAGE 


*Of course, OPW also offers 
equipment for 3” Tight 
Fill. Details in Bulletin 
F-16-R. Write for a copy. 


Just 3 easy steps to make a quick 
connection to the fillpipe: 


. Lift the manhole cover. 

~Remove Cap (No. 62) from fill- 
pipe. 

. Snap‘Elbow (No. 60) onto Adap- 


tor (No.-61-AS). 
You're ready to fill. 


Bulletin NP-60 gives full details. 





NO. 60 ELBOW 


gia 


NO. 61-AS ADAPTOR 


7 opw OO) = 4 SO) - WF UO IN) 
Rd | 2735 COLERAN AVENUE, CINCINNATI 25, OHIO Kirby 1-5400 
NO. 62 CAP 


} VALVES * FITTINGS * ASSEMBLIES FOR HANDLING HAZARDOUS LIQUIDS 
tC FO 0 ca ppp inary ed 
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General 
Indiana Standard launches ‘superstation’ experiment 
How Phillips is restyling its service stations 
Bowser unveils radical new fueli t pies ofl msec hag 8 canner 
hee ng concep Ein ported on food chain plans to crash gaso- 
Who are the men to watch in NOJC? . saceees line marketing. This month, in the second 
Here’s an oil-marketing outlook for 1960 a part of a three-part series, you'll read 


Where the industry's motor-oil promotion stands now about a less-publicized but even more 

; serious threat from discount and “mail- 

order” chains. You'll learn how the 

NPN Battleground monster discount stores are quietly pre- 
Would divorcement hurt or help the oil industry? paring a full-scale entry into the service 
station business, and how they'll operate 

Fuel Oil once they’re in business. You'll read how 


Why burner service is a must “membership” discount centers are mov- 
ing East on the crest of a West Coast 


How jobbers can sell No. 2 oil burners to industry died were of tle aollennen Wade Ga 
re out how firms like Sears and Mont- 
Special Report (Part I) gomery Ward are bidding for more oil 

Discount-house boom spells trouble for marketers business. It all starts on page 113. 


Top of the Month... 


Merchandising se you oma heat 1? D ft 
: ; ‘ , eating oil? Do you offer 
Service station turns pizzeria for a day mi burner service? If not, why not? On page 
F 103 you'll read about a jobber who only 
Bulk Plants and Terminals : oui went into burner service—and 
Air House: Storage in minutes ; .- who discovered it was an indispensable 
sales tool. 
New Ideas in Stations 
How Mobil makes a station into a “sign” 
DIVORCEMENT: It’s a dirty word to some, 
Tires-Batteries-Accessories a panacea to others. In the second of 
How a small company can sell a short TBA line NPN’s new series of “Battleground” fea- 
tures, two vocal industry men square off 
Equipment on this controversial issue. Jobber Arnold 
‘ ; ial : Jones is in favor, Shell Oil vice president 
Why oil men are building more all-porcelain prefabs J. G. Jordan is against. The sparks start 
flying on page 91. 


THE GREEN SECTION DEPARTMENTS NEXT MONTH: The third part of NPN’s 
special report on new forces in market- 

; ing will be a_ bell-ringer. It evaluates 

— of —— : pce tila the food chain and discount house “in- 
Stroreum IAGICSTOTS ; vasions,” looks at the shopping center as 
Behind Our Headlines a es pping . 

Supply and Demand a new competitive focal point, and tells 


Bottom of the Barrel ; 
Brief but Significant you how oil marketers can get ready 


Detroit Newsletter now for the new competition of the 
OIL MARKETS AND PRICES Editorial... Sixties. 

Focus on Oil Marketing In another hot report, NPN will bring 
Blachet Cotleck 151 oe You Missed It you its annual look at business prospects 
Refinery/Terminal Prices 154 Meetings for the apron nd ep The report will be 
Crude Oil Prices _.. 155 Money-Making Ideas a month earlier this year, and even more 
Tank Wagon Prices 156 Regions complete than ever before. You can’t 
Station Building Permits 160 What They're Saying afford to miss it. 
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CLE ACCIDENT REPORT 




















A good safe operation and a low-accident frequency 

TAKE YOUR rate will result in reduced insurance rates. To help 

achieve that goal, Mobil offers its Safety Engineering 

PROBLEMS 7O THE BYPERTS Program. At your request, a trained specialist will be 
eo glad to help analyze the trouble and make definite 

- recommendations. Additional experts are available to 

Your assist you with other tough problems too. For in- 

' stance, help you reduce loading time . . . help select 

the best manpower available . . . help institute man- 


Mohil S] ecialists! agement procedures that make running a business 


easier—and more profitable. 

That’s why it’s good business to do business with 
Mobil. The expert advice you get from our staff of 
specialists . . . plus top-quality branded products add 
up to a real competitive advantage for you. 

Talk to your Mobil salesman today. He's your 
direct line to the specialists. 


YOU'RE MILES AHEAD WITH MOBIL! 


MOBIL OIL COMPANY, A Division of Socony Mobil Oil Co., Inc 
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Behind Our Headlines 





Five Candles for the New NPN 


HERE have been so many anniversaries this year 

I hesitate to mention another one. But since it 
concerns NPN, I will: NPN has just completed its 
fifth year as a monthly magazine, and goes into a sixth 
year with this issue. 

It’s a real milestone for NPN be- 
cause some readers voiced con- 
siderable criticism of the decision 
to change NPN from a weekly to a 
monthly. Perhaps the most vocif- 
erous reaction came from some of 
the long-time readers who had 
grown accustomed to the weekly 
visit paid by NPN. 

The change was made because 
we thought NPN could do a better 
job of serving its readers through more comprehensive 
coverage. The transformation was achieved successfully, 
and we feel that NPN has a lot more to offer you today. 

Let me list some of the signs of progress: 

e@ The information about oil marketing is deeper, 
broader and presented in a more lively manner, which 
makes it highly readable. 

e@ Editorially, NPN’s excellence has been recog- 
nized with a series of awards that are prized in busi- 
ness journalism. 

e@ The circulation is at an all-time high, running 
about 25% ahead of the change-over figure. 

@ The renewal rate has been rising steadily and is 
at its highest point since the conversion in 1954. In 
publishing, that figure is significant because it means 
that more and more marketers are making the new 
NPN a reading habit. 

e@ The new NPN has caught on successfully and is 
a growing force as a medium for communicating and 
interpreting industry news. 

The future is bright. Our 1960 lineup of articles 
includes many strong features and exclusive reports. 


National 


First month!y issue 


U 
Fiscal Editor 





NEPTUNE }° 


omplete Truck Metering ' 
in One Weight and — 
Space Saving Unit 


Nothing extra to buy... only 3 connections to make 








To measure fuel oil and gasoline accurately under all 
conditions you need more than just a meter. I ok 


You need an efficient air release to purge bubbles or slugs of air. 
You need a strainer to prevent dirt stoppages. You’ll want an ; 
automatic quantity control valve... and a time-saving ticket printer. W h d t S 


Only Neptune gives you all these features in so little space, with so 
little weight. Everything’s built into one compact unit... a complete b U | It 
metering system that takes little more space than this advertisement. 

Most Neptunes can be assembled with right-hand, left-hand or 

angle flow, so they pack neatly into any position in the compartment. If) {0 


Neptune meters permit more pay-load ... with no “extras” or accessories 
to buy...less chance for leaks...less chance for improper installation. y 0 U f 


Add Neptune’s fine reputation for sustained accuracy and you 
have the big reasons why this Neptune meter is the 
oil marketer’s most sought-after business friend. \ FPTU N F oo 


All sizes. Ask your Neptune Equipment Jobber or Tank 
Truck Manufacturer for details. 


NEPTUNE METER COMPANY nep ne: West 50th St., New York 20 


for a better / measure of profit 


BRANCHES AND JOBBERS IN ALL PRINCIPAL AMERICAN CITIES 
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Oa Tt METERS 
yste 


STRAINER: removes air that may be entrained 

Removes sediment, scale and dirt or sucked into liquid before it 

from liquid, averting stoppages enters the meter. High efficiency is / P RINT- 0-METER: 

and preventing undue wear absolutely necessary for accuracy. Automatically provides a meter- 
ie / printed receipt showing number of 


or damage to meter. Easy 
access for cleaning. gallons delivered. Customers 
appreciate this proof of honest 
\ service, and it saves time for you. 


agx NSELY Vicker 
TACt UP TOP tw reesT 
sive et 





/ 


o_o / AUTO-STOP VALVE: 

QUANTITY CONTROL: MEASURING CHAMBER: Automatically shuts off flow when RIGHT OR LEFT HAND: 
Operator sets register for any Positive displacement type. correct quantity has been delivered. Components are designed $0 
desired quantity by pushing Only one moving element. Actuated by tripping mechanism they can easily be switched 
these buttons. Tripping device Measures liquid by volume. in Auto-Stop register. Avoids spillage from right hand to left 
actuates Auto-Stop Valve Most widely preferred for sus- and overmeasure. Double-trip valves hand assembly. Fits almost 
automatically when pre-set tained accuracy and long life. on larger meters shut off high flow any piping layout Ideal 
Ballonage is delivered. smoothly, quietly, with high accuracy. éop dunked tae, 
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MORE OPERATORS AND MANUFACTURERS 
SPECIFY 


MORE TIMKEN-DETROIT’® TRAILER AXLES 








THAN ALL OTHER MAKES COMBINED! 
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Timken-Detroit Trailer Axles—the 
overwhelming choice of the truck- 
ing industry —are produced in the 
world’s largest trailer axle plant. 
Here unmatched production, re- 
search, and testing facilities are 
combined with 50 years of axle 
building experience to bring you 
these outstanding advantages: 











] 



































Time-proved low maintenance 
costs! Proven by billions of 
rugged service miles, Timken- 
Detroit Trailer Axles are famous 
for providing maximum safety, 
less maintenance and more pay- 
load. 


Pioneers of light weight and 
strength! Weight saving is ac- 
complished entirely through su- 
perior design and construction... 


| 
sup 
OHO 


with no reduction in strength or 
quality. 

Imitated but never equaled! 
Timken-Detroit TK-500 Series 
Trailer Axles are still the lightest, 
safest, most rugged you can buy. 
Finest quality! Part for part, 
Timken-Detroit Trailer Axles in- 
corporate the finest-quality ma- 
terials, precision workmanship 
and most advanced design. 


For safe, economical operation, specify and insist upon lightweight 
Timken-Detroit Trailer Axles. 


A tabther Tpoduil of... ROCKWELL-STANDARD 


CORPORATION 


ml a-Val-saall-t-tlelale-lale myo 4(-mn B)RYAl-jlolatm Ol-adgelh anCPY-am Ai lotallol-tp 
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Letters 


More trademark lore... Skid-tanks in the Southeast 
...Free burner service: bad idea?... Universal credit 


To THE EpiTor: 


> I’m sure NPN won’t mind a fill-in 
on two of the trademarks covered in 
“Where Oil Got Its Trademarks” 
(Aug., p129). 

1. The idea for the Conoco trade- 
mark was brought back from World 
War I, suggested by the YMCA 
crossed triangle. I have enclosed an 
envelope postmarked April 1, 1919, 
by the U. S. Army in France, sent 
by my father to my mother, carrying 


AMERICAN 


this triangle (see sketch above). I 
myself also worked under this trian- 
gle in 1921 in London with the 
YMCA-sponsored Red Triangle Hos- 
pitality League. 


2. The flying horse, “pegasus,” 


SO 


was the trademark of the Compagnie 
Industrielle des Petroles. In 1921 the 
Sinclair Consolidated Oil Corp. bought 
51% of this company. In 1923 the 
French government acquired a 23% % 
interest in Iraq Petroleum, and there- 
upon ruled that foreign distributors 
in France must do their refining there. 
As Vacuum intended to build a lube 
refinery there but had no market 
outlets for the resulting byproduct, 
gasoline, Sinclair sold its 51% of 
C. I. P. to Vacuum. Harold Sheets of 
Vacuum, who signed the deal, made 
sure the trademark went with it. 
Incidentally, the trademark “Mobi- 
lene” was registered Aug. 22, 1905, 
by the Union Petroleum Co., which 
was acquired by Sinclair in 1919. By 
agreement April 8, 1931, Vacuum 
paid Sinclair $375,000, thereby ac- 
auiring all rights, title, etc. to 
“Mobilene,” while Sinclair agreed to 
discontinue using the figure of a 
dinosaur in red. 
HarRo_D M. FLEMING 
Antrim, N. H. 


Reader Thornell’s Marion, S.C., skid station: “Very satisfactory” 


Skid Stations Spread 


> I thought you would be interested 
in hearing about our latest develop- 
ment, Skid Oil Co. Inc. in Florence, 
S. C., only recently chartered, with 
myself as president and Mae H. Thor- 
nell vice president. 

Skid Oil Co. already has two stations 
built and a third under construction. 
They are at Florence, Marion and 
Tatum, S.C... . (We have also) sur- 
veyed 17 other locations, and stations 
will be built just as quickly as possible. 

The Marion station (see picture) 
reached a very satisfactory gallonage 
in only ten days. During the grand 
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opening the station sold 6,382 gal. of 
gasoline in 32 hours. 

Skid Oil features skid tanks of 
4,000-gal. capacity. They are built to 
our specifications and the storage prob- 
lem is nil. Where more than 4,000 
gal. is needed, we just skid another 
tank and connect, resulting in ca- 
pacity of 8,000 or as much more as 
needed, always increasing by 4,000. 
The transportation problem is easier 
with 4,000-gal. tanks. 

I feel this is the answer to the 
majors’ effort to put the squeeze play 
on the independent. Build ’em cheaper 
and realize a greater return on invest- 





EVER-TITE 


your best buy 


for high 
pressure 
deliveries 


Dash-pot feature assures 
better control under extreme 
pressures —less shock 
after delivery 

7 
Seals of dual poppets are 
gasoline and oil resistant 

5 
Vacuum breaker feature 
available 


Aluminum body, bronze parts 
” 
Rigid or flexible tubes 
* 
All parts are completely 
interchangeable with parts 
of other ‘‘210” nozzles 
on the market 
* 
Order now from your Ever-Tite 
distributor, or write for details 


EVER-TITE COUPLING CO. INC. 
254 West 54th Street 
New York 19, N.Y. 


(To obtain more data on advertised products see page 138) 





THE VERSATILE 


ee ee ee 


00. 


CONTROL VALVES 


for many uses 


¢ Remote Control 

e Pressure Regulation 

e Differential Pressure 
Rate of Flow 
Pressure Relief 
Multiple Pilot Operation 
Non-Surge Check Valve 


Available in sizes 2 in. to 12 in., 
up to 600 psi, and 150° F. 


SEND FOR FULL DETAILS, TODAY 








Operates on balanced pressure principle 


Connections for external pilot 
or pilots 


Needle Valve 





RALPH N. BRODIE CO. 


San Leandro, Calif., U.S.A. 
Cable Address: ‘‘BRODICO" 
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(Continued from page 9) 


ment. In the past few years my invest- 
ment on lease improvements and 
equipment ran about $12,000. Skid 
stations run $4,000. 

I entered the petroleum business in 
1920 and spent 16 years in the South 
Carolina division of Standard Oil Co. 
of N. J. in the sales force. I left 
Standard in 1936 to go independent, 
and under the brand name Super-) x 
have for several years operated 11 sti- 
tions in eastern South Carolina. 

I have recently developed complete 
deafness, but being deaf is no handi- 
cap. I now hear no bad news—every- 
thing is lovely and business is good. 

PETE B. THORNELL 
Thornell Enterprises 
Florence, S. C. 


NPN’s special report on skid-tanks 
appeared in June, p87, and July, p95. 


Free Burner Service 


Seeing the article, “How Free Serv- 
ice Pays Off” (for a heating-oil job- 
ber), in your October issue, p132, I 
would like to say that I have very 
definite ideas on this matter but that 
they are strictly my own. 

I dislike intensely the use of the 
term “free service.” In the years that 
I have been concerned with the prob- 
lem of burner service, I have always 
felt that telling people that we are 
giving them free service and then 
charging for parts has not been good 
for our segment of the industry. The 
fact that gas utilities “kid” the public 
in this connection certainly doesn’t 
make it the best thing for us to do 
in meeting their competition. 

I believe that we must offer com- 
plete service with parts, annual check, 
emergency calls and the whole pack- 
age at a very reasonable rate. We 
must not expect to make money with 
our service department if we are to 
be competitive with gas. Eventually 
the cost of such a contract should 
be included in the price that the 
customer pays for oil. 

W. C. HENwWoop 
Meenan Oil Co. 
Levittown, Pa. 


Cerafelt Cuts Noise, Too 

» We have been investigating the 
possibilities of Cerafelt (“Faster, 
Cheaper Chamber Jobs,” Oct., p134), 
and are very enthusiastic about the 
tremendous advantages it has, par- 
ticularly as to its potential in service 
work. Not only does it replace 
combustion chambers far less expen- 
sively than in the past, but it also is 
helpful in reducing noise in warm- 
air-furnace jobs which have been 
designed with stainless-steel combus- 


tion chambers. It has solved a 
number of noise problems in tests 
that we have made with the material 
so far. 

This type of improvement is vital 
to our future successful competition 
with gas and electric heat. We 
appreciate the tremendous work that 
Johns Manville and Carborundum 
have done in developing the material, 
and the work which Mobil Oil has 
done in testing it. 

Tuomas J. Scott 
Buckley & Scott 
Watertown, Mass. 


Universal Credit Cards 


>I seriously doubt that our Diners’ 
Club tie-in has only accounted for 
6,000 gal. of sales per month since 
Jan. 1 (“How Effective Are Universal 
Credit Cards?”, Oct., p117). Actually, 
I believe this figure is far greater 
than that, and Frontier Refining 
estimates its affiliation with Diners 
has accounted for small increases in 
sales each month. Also, we are hope- 
ful of substantially greater gallonage 
on this Diners’ Club program as time 
goes on. 
WLLIAM R. SEUREN 
Vice President, Sales 
Frontier Refining Co. 











NOZZLE 
PLUG 


Prevents Spillage 


For Nozzle Tubes 
from 1!/," 
to 154" O.D. 


$1.95 ea. 


Dealer Inquiries 
Solicited 


RICHFILL NOZZLE PLUG CO. 


S. E. C. 39th & Market Sts. 
Philadelphia 4, Pa. 
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Ask anyone, 
a anyone in the 
meet tire business, 
which tire changer 
he uses and 
recommends most 


COATS 


TIREMAN 
Best for all 1960 cars 


Including the Falcon, Valiant, Corvair 


Whatever the wheel size, Coats Tire Changers will handle 
it best. Specially engineered for the new 13-inch wheels, the 
three proved Tireman models accommodate all sizes with 
equal ease — 12 inches and up, tubeless or conventional. 


te 
f 


i 


TWIN-AIR MODEL 


"Write for free literature’ Dept. +601 





PAN Y INCORPORATED 


factured by COATS COMPANY [fort Dodge. lows 


JACK P. ENNESSY 


Home Office: 12 Depot Square, Englewood, New Jersey 
Mid-West Office: 56 W. Maple Street, Chicago 10, Illinois 
West Coast Office: 3453 Cahuenga Bivd., Los Angeles 28, Calif. 
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MARV’'S PATE SERVICE, 
Milwaukee, Wisconsin. 


THE NATIONAL SYSTEM greatly improved ~~ 


the efficiency in handling transactions. 


“Our C@lalional Charge-and-Cash Control System 


saves us ‘1,000 a year... 


pays for itself every 10 months.” 


—Marv’s Pate Service, Milwaukee, Wisconsin 


“Before installing our modern Na- 
tional Cash Register, we had diffi- 
culty in balancing cash, controlling 
charge sales, and securing accurate 
departmental records,” writes Mar- 
vin R. Calewart, owner of Marv’s 
Pate Service. ‘‘We estimate our 
losses from these causes were more 
than $1000 each year. 

“Now our new National reduces 
the possibility of losses from mis- 
takes in addition, forgotten charges 
and paid outs; also our departmental 


records are now accurate. The wide 
columnar audit sheet saves us at 
least 30 minutes a day in analyzing 
our department records. 

“We now have complete control 
over men, merchandise, and money. 
Our National pays for itself every 
10 months, an annual savings of 
$1000 a year.” 


owner 
Marv’s Pate Service 


THE NATIONAL CASH REGISTER COMPANY, Dayton 9, Ohio 


1039 OFFICES IN 121 COUNTRIES ¢ 75 YEARS OF HELPING BUSINESS SAVE MONEY 


12 


(To obtain more data on advertised products see page 138) 


Your service station, too, can benefit 
from the time- and money-saving fea- 
tures of a National System. Nationals 
pay for themselves nia 
quickly through sav- ‘ 

ings, then continue to 

return a regular year- 

ly profit. 
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HEATING OIL distributors in Balti- 
more figure they get more exposures 
and impact for less money by using 
signs on the rear of cabs. At an an- 
nual cost of $9,500, they’re getting 
signs on 150 cabs for 26 weeks, every 
other week. 
$ 


A SMART extra touch boosts wash 
business for a dealer in Brazil. He 
puts a plastic cover over each car 
after the wash job is done. This pro- 
tects the body sheen until the owner 
comes to pick up the car—and makes 
a strong favorable impression on cus- 
tomers stopping by. 


$ 


INFORMAL GUESSING contests 
are a colorful traffic-builder. Have 
your dealers advertise “A free tankful 
of gasoline if you can guess your 
gallonage.” It’s an automatic way to 
sell a fillup, and it appeals to the 
customer’s competitive __ instincts. 
Guesses should be in tenths of gal- 
lons, which gives the dealer a pretty 
good chance of collecting for the sale. 


$ 


HERE’S ANOTHER variation on the 
contest theme. Have your dealers put 
alarm clocks on their island, set to 
ring at intervals. Motorists being serv- 
iced when the bell rings get a free 
gallon of gasoline, or a free premium 
in the form of some inexpensive TBA 


item. 
$ 


HERE’S A WAY to offer guarantees 
on used tires. Give a month for each 
dollar of the sale price. Thus a six- 
month guarantee goes with a $6 tire 


Distributor 
Team 


TABLE TALK: Father-and-Son executives of the busy Benson Oil Com- 
pany, Independent Richfield Distributors of Columbia, South Carolina, 
talk business strategy around conference table. Left to right, they are: 
Herb, Jr., Herbert L. Benson, Jerry and Jim. 


Richfield Distributorship Provides 


“Security For My Family” 


says Herbert L. Benson 


Herbert L. Benson began in the oil business in 1933. Did 
well, too. But he wanted to do better. So he started looking 
around... 


“We looked over the whole field,” he says, “and decided on 
Richfield in February, 1956. What swung me? Well, quality 
of product is the best assurance of satisfied customers, and 
the quality and performance of Richfield products are fa- 
mous along the Eastern Seaboard. Besides, I wanted inde- 
pendence. I wanted security for my 3 sons, Herb, Jr., Jerry 
and Jim. And an Independent Richfield Distributorship pro- 
vides them with plenty of security. 


“What’s more, the Richfield people must have invented the 
word ‘cooperation.’ Because they sure know how to cooperate 
on every count. Help is yours for the asking. Help right from 
the top. And Richfield advertises and merchandises the brand 
to beat the band.You bet I’m glad we changed to an Inde- 
pendent Richfield Distributorship!” 


THERE MAY BE an Independent Richfield Distributorship 
available in your territory. We suggest you write, wire or 
phone us now. 


\ RICHFIELD 


OIL CORPORATION OF NEW YORK 
708 THIRD AVENUE, NEW YORK 17, N.Y. 





and so on. Serving the Eastern Seaboard from Maine to Florida 
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ron FASTER 
SAFER 


LOAD HANDLING: 


WATSON 


"w° 
WEIGHTLIFTER 


ELEVATING 
TAILGATES 


% SERIES 1100 (1100 Ib. capacity) 
% SERIES 1300 (1300 Ib. capacity) 


FOR STAKE & VAN TRUCKS 
% TO 2% TONS 
Check these important features: 
* Power closing, automatic locking 

standard equipment! 
% Single lever, single cylinder control! 
% Greater capacity per pound of in- 
stalled weight! 
%* Fast operation—full load lift to 
451,” in 11 seconds (1100), to 51” in 
13 seconds (1300). 
% Added safety—maximum lowering 
rate positively controlled to prevent 
“crashing”; load stops instantly if lever 
is released; all platforms of safety plate. 
%* Low cost—only $520 for largest ser- 
ies 1100 model, $537.50 for series 1300 
(f.0.b. Emeryville; you install—it's easy!) 
WATSON WEIGHTLIFTERS also available for 


all pickups. Write today for free literature; 
please address Dep?g.11 


| HLS. 
WATSON WATSON 
> _ COMPANY 


1316-67th St. © EMERYVILLE 8, CALIFORNIA 


1606 Laskey Road * TOLEDO 12, OHIO f 
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What They’re Saying 


How to Boost Consumption 





(To obtain more data on advertised products see page 138) 


Three oil marketers tell how to get people 
to buy more gasoline, lubes, distillates* 


Moir on Gasoline ... 





6¢1 doubt our ads create any new 
markets,, promote any significant in- 
crease in over-all gasoline demand or 
effectively counteract competition 
from outside our industry. 

This competition includes other 
means of travel—airlines, trains, boats 
and buses—other uses of leisure time, 
the real competition that keeps cars 
in the garage; less taxing projects by 
people who ‘can’t stand’ traffic con- 
gestion; and safer things to do. 

Mounting publicity on highway fa- 
talities has scared many off the high- 
ways, yet highway driving is getting 
safer. Why don’t we tell our cus- 
tomers this? 

Let’s look at the basic need for 
expanding our present market: 

e Annual average mileage per car 
is down, dropping 6.5% in seven 
years. It may go down another 2.3% 
by 1968. If it does, sales will be 4.5- 
billion gal. less. 

e Economy cars may hit 21% of 
the total by 1964. This will cut con- 
sumption another 4.5-billion gal. 

Let’s look at our ammunition to 
stimulate more pleasure driving: 

e Driving is safer. Fatalities per 
car mile in 1958 were 25% below 
1949. 

e People like cars. Registrations 
are at a high of over 57-million, are 
expected to increase about 1-million 
per year. By 1968  car-owning 
families will total 55-million, double 
the 1950 figure. 

e As the work week shortens and 
as the number of paid holidays and 
the length of paid vacations increase, 
people will have more leisure time. 
Leisure spending went up 37% _ be- 
tween 1954 and 1959, but pleasure 
driving accounts for 17% of total 
leisure dollars, the same share as in 
1929 in spite of better cars, roads, 
products and more time to use them. 

e Crowded highways are being 
eased. By 1962, 261,000 miles of new 
road will be built, much of it express- 
ways to relieve congestion.” Harry L. 
Moir, marketing vice president, Pure 
Oil Co. 

* From a panel discussion on increasing de- 
mand for oil products, National Petroleum 
Assn. convention, Atlantic City, N.J. 


Ferguson on Lubes .. . 





6¢ Make it easier for the customer to 
drain motor oil. He has’t accepted 
suctioning and he considers the lift a 
nuisance. If we can drain oil as sim- 
ply as we fill the gas tank, we can do 
a better job of protecting expensive 
engines. 

We're too complacent about chas- 
sis lubes. Teflon bearings are coming. 
We can save this market if we de- 
velop a better grease. Perhaps some 
of the new additives may be the 
answer. 

We can promote anti-rust under 
coats for cars, spraying when the cars 
are on the lifts. Not all spend money 
for undercoats when they buy cars.” 
Howard P. Ferguson, wholesale and 
subsidiary sales manager, Standard 
Oil Co. (Ohio). 


Sweeney on Distillates ... 





¢¢ One most promising use of more 
oil (distillate) is the steel industry. In 
1952, oil had only 11% of Btu’s 
needed in iron-making processes. By 
1967 it will be 11%, unless steel 
tries to find methods of using more 
oil or the oil industry shows it how. 

Possible farm uses are as asphalt 
strips diverting rainfall to cultivated 
areas; as a thin ground film to reduce 
soil moisture loss so grass seed beds 
can germinate and grow to endure 
dry conditions under which they 
would normally die; and to produce 
watersheds for city, farm and indus- 
trial water supplies. The U.S. Agri- 
culture Dept. is very much interested 
in the second method. It is important 
in reclaiming abandoned range and 
farm lands. 

The development of a practical hy- 
drocarbon cell is going to be a long, 
tedious job. It’s too early to guess if 
it would increase or decrease the use 
of oil. 

Oil-fired air conditioning would in- 
crease summer sales in a new market 
and would add to versatility of oil to 
both heat and cool to increase oil’s 
acceptance.” Dr. William J. Sweeney, 
vice president, Esso Research & En- 
gineering Co. 
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About oil subsidizing gas 
...dealersandcommission 
stations...burner service 


6¢ Although some businessmen re- 
main in the dark ages of personnel 
management, most recognize that peo- 
ple have feelings and that every in- 


dividual needs to feel important, to 
have self-esteem, to keep face... . 
But we have carried this new insight 


so far now that it interferes seriously 
with getting the world’s work done. CAN CLOSING MACHINES 
. . » The boss should be able, if neces- 
sary, to bring a worker up to the 
standard of a good, honest day’s work 
without any concern as to whether his 
his childhood was unhappy or whether 
he is having trouble with his wife.” 
H. L. Knearl, manager, industrial re- 
lations division, Texaco. 


66 What the Government appears to 
be saying (on gasoline pricing) is that 
a sheltered position must be main- 
tained for everyone who engages in 
gasoline marketing; the large marketers 
must not compete very vigorously with 
smaller marketers; and that price in- 
flexibility is to be preferred—all in the 
name of preserving competition.” 
Robert G. Dunlop, president, Sun Oil 
Co. 


66 There is only one reason for not 
renewing a dealer’s lease and that is 
his demonstrated inability to do the 
job or his proven lack of liking for the : 
work. From a practical standpoint, a Angelus seamers are dg 
lease between a supplier and a dealer round can closing req 

is one way, and in his favor. The petroleum products, 
supplier is completely bound for the up to 500 cans per 
stipulated term, but the dealer can 
walk out on a moment’s notice .. . 
When the dealer ceases to perform in 
a manner indicated to serve the needs 
of the consumer, then he damages not 
only the company whose brand he 
represents, but every other dealer who 
also sells that brand.” G. J. Gregor, 
marketing vice president, Magnolia 
Petroleum Co. 


€¢ When a plumber is asked to go in- 
to the cellar to work on an oil burner, 
that’s inviting the competition (na- capacity require’ 
tural gas or electricity) to take over.” 
William G. Kane, president, Lewis 
Associates, Port Washington, N.Y. 


GCI consider myself to be indispen- | 
sable to my supplier, so why should 


I worry about a contract? That is too , é 

say, the company does not want to Sanitary Can Machine Company 
take over my distributorship, and who 

the hell else would have it?” West 

Coast distributor. 





November, 1959 * NATIONAL PETROLEUM NEWS (To obtain more data on advertised products see page 138) 





FACTS FOR JOBBERS FROM PURE OIL: 


PURE helps you 


trim day-to-day costs 











PURE?’s experienced fieldmen can save you money by smoothing 
out rough spots in your everyday operating procedures: product 
handling, warehousing, and delivery, building and equipment main- 
tenance. Chances are we can help cut down on paper work, too. 


Here are more reasons why you should 
investigate the PURE franchise: 


PURE believes in jobbers—Jobbers are PURE’s best 
means of distributing products in much of its market- 
ing area... and we intend to keep it that way. 


Future planning—PURE’s experts in marketing, and 
business management give you practical help with 
your future plans. 


Finance plan— PURE’s finance plan makes low inter- 
est money available for improvements, equipment, 
construction. This plan is saving PURE jobbers thou- 
sands of dollars a year. 


New business—Field-tested sales programs help you 
develop profitable farm, car dealer, fuel oil, fleet, 
industrial, and commercial accounts. 


Truck stops—PURE has the country’s largest truck 
stop network. Pure Oil jobbers benefit from PURE’s 
experience and reputation in TruckStop operations. 


Isn’t this the kind of company you’re looking for? 
Why not get all the facts? Just write or call the Dis- 
trict or Division Manager in your area, or Retail 
Marketing Department, The Pure Oil Company, 
35 E. Wacker Drive, Chicago 1, Illinois. 


it pays to BE SURE WITH PURE 
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The Rockies 


Oil companies help in 
new plan to avoid sta- 
tion zoning conflicts 


A BOOMING western suburb of 


Denver, Jefferson County, is taking a 
new approach in planning locations of 
service stations. 


The county 
Planning Com- 
mission _ invited 
representatives of 
seven major oil 
companies to 
meet with it and 
attempt to re- 
solve a_ conflict 
over the choice 
of service-station 
sites. 

The result is 
that the companies will mail an out- 
line of their building plans for the 
year ahead—on blank stationery and 
in blank envelopes. 

In explaining why the blind system 
was worked out, John Borah, county 
planning director, says, “We're a pub- 
lic agency and any of our records can 
be made public if anyone wants to 
demand it. There will be some pro- 
tection for the company in the event 
anyone goes to court and tries to 
force us to disclose our records.” 

Cooperation of the oil companies 
was sought by Borah to assist in a 
master plan for the county, fastest 
growing suburban area in the Denver 
metropolitan area. 

“If we can get an idea from the 
companies where they want their sta- 
tions,” Borah said, “we can probably 
fit them into a commercial area that 
will be a desirable location for the oil 
dealer and will not contribute to a 
depreciation in real-estate values.” 

Borah said it had been the planning 
commission’s recent experience that 
“if we zone one corner commercial 
and permit construction of a service 
station, the gates are open. Other oil 
companies immediately want the 
other three corners rezoned so they 
can have stations. Or the owners of 
those properties—in an attempt to 
recoup their land values—seek to 
have it rezoned commercial. The re- 
sult is you have a lot of spot commer- 
cial zoning that tends to reduce value 
of residential property nearby.” 

Companies represented at the con- 
ference included Texaco, Conoco, 
Phillips, Carter, Standard of Indiana, 
Bay and The California Co. 


By Frank Pitman 


PICKETING is one method used by Teamsters Local 665 for Garage & Service Station 
Employes to organize service station workers. A legal technicality permits unions to 
picket consignee stations, too. Sometimes methods get rougher (see the West). 


The West 


Teamsters whip up organizing drive, using a 
legal loophole and other methods. Here’s how 


A LEGAL TECHNICALITY is per- 
mitting a San Francisco union to 
picket consignee service stations to get 
their employes to join the union. 

This practice has been held illegal 
by the California Supreme Court. The 
court ruled last May that you can’t 
picket a business establishment for 
the purpose of organizing its employes 
when a majority of the employes 
don’t want to join. 

The loophole is that the ruling can- 
not be applied to operators of con- 
signee outlets, of which there are 
many in San Francisco. Operators of 
consignee retail outlets technically 
are themselves employes of the oil 
companies that supply them. This defi- 
nition places practically all such sta- 
tions in interstate commerce and re- 
moves them from jurisdiction of state 
courts so far as labor questions are 
concerned. 

It appears that the union, in the 
midst of an organizational drive, will 
win out. A spokesman says, “We've 
got 90% of the organizable ‘gas’ 
stations in San Francisco and San 
Mateo counties. We will organize the 
other 10%.” 

Most retail managers are signing up 
without protest. The union ‘demands 
a pay scale of $1.80 an hour, and 
that happens to be about minimum 
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in San Francisco anyway. Most other 
benefits demanded by the union, such 
as free uniforms and certain paid 
holidays, are in the local labor pattern. 

However, some managers have pro- 
tested on principle. And that’s when 
pressure has been applied. It starts 
with verbal persuasion and ends with 
“organizational picketing.” 

Here’s how pressure was brought 
to bear in one case. 

A young consignee station manager, 
in business only a short time, was 
approached by two business agents. 
They showed him a completed con- 
tract and asked him to keep it a week, 
read it, and return it signed. This he 
refused categorically to do. The agents 
left without comment. 

A few days later they returned to 
the station, asked the five employes, 
one by one, whether they wanted to 
join the union. None expressed a de- 
sire to join. 

Visits became more frequent. 

Finally, several weeks after the 
initial approach, pickets appeared. The 
manager promptly obtained a pre- 
liminary injunction under the May 
court decision, and picketing ceased. 

Shortly after the injunction went 
into effect, one employe didn’t show 
up for work for two days. When he 
returned, his lip was cut badly and 
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FOR DEPENDABLE SERVICE ‘AND POSITIVE ACTION 


Take a tip from truckers with experience and specify Viking Pumps. . . 

for efficient service and long life. Experience shows that, in many cases, 
Viking Pumps are still going strong when trucks they're mounted on are 

worn out. Then pumps are mounted on other trucks for more service 
Viking Truck Pumps also give you: 


@ Either extra long packing 
box or mechanical seal. 

@ Safety valve on pump 
head 


@ Fast, positive delivery. 


@ Revolvable casing for 
handy port locations. 
8 positions. 


@ Integral thrust 
bearing of sturdy 
construction. 


@ Complete capacity 
range of 35 to 
300 gallons 
per minute. 


for 


BULK PLANT 





You can depend upon our new helical gear drive, heavy-duty Viking pump- 
ing units for year-in and year-out service. Fast self priming with POSI- 
TIVE delivery up to 164 G.P.M. Quiet, all-weather operation for indoor 
or outdoor installation without protection of any kind. Compact 
design, high pumping efficiency that cannot be discounted. 


For complete information on both truck mounting 
and bulk plant pumps, send today for 
catalogs GR and CR, Pages 27-28 


VIKING PUMP COMPANY 


Cedar Falls, towa, U.S.A, In Canada, it’s “ROTO-KING” Pumps 
Offices and Distributors in Principal Cities — See Your Classified Telephone Directory 
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NATIONAL 


Regions 


his back was giving him trouble. He 
announced that he had applied to join 
the union. 

The other employes reported verbal 
threats. One was told by telephone 
that if he didn’t become a union 
member he would never work in San 
Francisco again. 

As soon as three of the five em- 
ployes had filed for union member- 
ship, the injunction was dropped by 
the station manager. Today the gas 
station is operated as a closed shop, 
and business is good. 

Generally, station managers 
knuckle under without forcing any 
union pyrotechnics. 

They get a letter notifying them 
of the union’s intent to picket, about 
a week before pickets appear. 

Some toss in the towel stoically 
and sign. Others hold out and try to 
do business despite the pickets, but 
usually they fold, too. 

“Let’s face it,” said the manager of 
a station being picketed. “This is a 
union town.” He admitted that a 
month of picketing could bring busi- 
ness to a standstill. 

“Not only customers won’t cross 
that line once the novelty wears off,” 
he added, “but the guy who drives 
the tank truck belongs to the union. 
So does the guy who brings the tires. 
The electrician is scared stiff to cross 
the line to come in and do a repair 
job.” 

Can the major oil company, tech- 
nically the employer of the station 
manager, offer any help? The majors 
in San Francisco tend to sit on the 
fence. Most of their stations are al- 
ready organized. 

A possible solution in these isolated 
cases is to lease the station to the 
consignee, making him officially an 
independent businessman and eligible 
for relief at state courts. But it takes 
capital for the consignee and time 
for the oil company to draw up the 
arrangement. 

“And a big oil company like mine 
has nearly as much red tape as the 
government,” sighs the manager, wait- 
ing for customers to cross the picket 
line. 


>Los Angeles County supervisor Bur- 
ton W. Chace has proposed switching 
the county’s automobile fleet from 
premium- to regular-grade gasoline. 

It'll save $77,000 this year, he says. 

“Just as important as the money 
saved,” Chace adds, “is the fact that 
the regular gasoline has a lower 
bromine number, which means it will 
create less smog.” 

Emergency vehicles and some other 
equipment would remain on premium. 


(Continued on page 21) 
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Each Lighting Requirement Needs An 


ENGINEERED LUMINAIRE 


Specifically For That Particular Application 


Offers A 


COMPLETE 


Of Service Station Lighting Equipment 
For Each Lighting Need!! 





HORIZONTAL “WRAPAROUND SUPER T'’ LIGHTS 
For concentrated lighting on pump islands with side lighting. 
Recommended mounting heights 9 ft. to 12 ft. high. 


Down Light 











CANTILEVER LIGHTS 
For lighting pump islands and surrounding areas. 
Recommended mounting heights 12 ft. to 16 ft. high, 


LOEB EF “lide light 


/ Powerful, controlled re 
Down Light 











COMPCO CORPORATION 


= = pA 

. ' my - 

~ a —— he E as — 
= | 





FLUORESCENT FLOOD LIGHTS 
For perimeter and area lighting. 
Recommended mdunting heights 12 ft. to 16 ft. high. 


NX Full Directional 


1800 N. Spaulding Ave. * Chicago 47, Illinois « U.S.A. 


November, 1959 * NATIONAL PETROLEUM NEWS (To obtain more data on advertised products see page 138) 





oa 


More light power with lower costs 


For years NPI has served the varied 
WEHEONW FPRODUCTs needs of both the largest and smallest 
petroleum products marketers. Consis- 
tently, the demand for top quality signs 
ima i, Ohio U.S.A. with years of trouble-free use built into 
them has been met. In addition, the ca- 
Originators or pacity to deliver on schedule, without 
PLASTILUX® Signs fail, has established NPI as the most 
reliable supplier of illuminated filling 

station signs. 


INCORPORATED 


We operate __ filling stations. Please have The services of a Signvertising® Engi- 
a Signvertising Engineer call. neer to help you modernize your entire 

sign program are available with no obli- 
NAME —_—— _— gation. Just use the coupon at the left. 
TITLE 








WRITE TODAY — Use this coupon to*get 
COMPANY______ —— ~ the services of a Signvertising® Engineer. 


ADDRESS No obligation. 
CITY. STATE 





20 (To obtain more data on advertised products see page 138) NATIONAL PETROLEUM NEWS * November, 1959 





The Southeast 


Fair-trade plot thickens 
in North Carolina...Gas 
takes beating in Florida 


GOVERNMENT has entered the 
fair-trade fight in North Carolina, 
making it a three-way controversy 
involving dealers, 10 major oil com- 
panies, and the 
state of North 
Carolina. 

When 10 ma- 
jors started fair 
trading in mid- 
summer, most of 
their dealers in 
price-war areas 
obediently raised 
prices, and took 
a wait-and-see 
attitude. But in 
September things 
began happening. 

Many dealers, hurt by competition 
down the street, dropped prices below 
fair-trade minimums. Pure, Esso, and 
Gulf each picked one or more dealers 
as examples and asked the courts for 
injunctions compelling the dealers to 
fair trade. 

One of the suits never came before 
the judge. The dealer cited by Esso 
agreed before his case was heard to 
return to fair-trade prices. Esso 
promptly dropped charges. 

But Pure Oil had a fight on its 
hands. Wayne Long, Pure dealer on 
Charlotte’s Independence Boulevard, 
was ordered by Superior Court Judge 
J. B. Craven to stop underselling the 
Pure fair-trade price. 

Long says he didn’t sign any kind of 
contract that sets minimum price, and 
Pure’s fair trading has no bearing on 
his station operation. 

Long says he will fight it out with 
Pure in a jury hearing later this year. 
And, if he loses at county-court level, 
Long plans to take the case to N. C. 
Supreme Court. 

A Gulf dealer near Troy, N. C., is 
also bucking fair trade. W. B. Warner 
claims that when Gulf asked him to 
sign a fair-trade agreement, he re- 
fused to sign. But he told Gulf offi- 
cials he would go up if other dealers 
went up. Warner says the others 
haven't and he hasn't. 

In August, Gulf got a Superior 
Court injunction against Warner, tem- 
porarily enjoining him from selling 
gas below fair-tradé prices. 

Gulf then sought a permanent re- 
straining order against Warner. 

When the temporary order went 
into effect, Warner took the Gulf sign 


By B. E. Barnes 
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down and removed the word “Gulf” 
from the pumps. 

Gulf later dropped its action 
against Warner, so Warner put the 
Gulf signs back up. He says he has a 
contract with Gulf until May, 1960, 
and that contract says nothing about 
minimum prices. 

Gulf officials say they'll try for 
another injunction against Warner. 
Warner plans a counter-suit. He says 
he has filed suit against Gulf for busi- 
ness he is losing due to his prosecution. 

The state of North Carolina enter- 
ed the fair-trade picture with an at- 
torney general’s investigation on gaso- 
oline price fixing. 


Regions 


>Natural gas in Florida has been 
taking a beating from the press and 
Miami officials and civic groups. 

Miami Jaycees charge that under 
the old Florida Gas Co. operation the 
minimum consumer rate was $1.10. 
But, say the Jaycees, this rate went up 
to $2 when Houston Corp. brought 
in its natural-gas pipeline. 

Minimums are important to Miami 
householders, because heating equip- 
ment is used only for cold snaps. 

Miami officials say they have no 
jurisdiction over Houston Corp.’s 
rates. But they do have the right to 

(Continued on next page) 
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your air 
compressor 


THIS WAY! 


It’s one of the most-used, most important tools you'll find in any 


service station or garage. That’s why it’s so necessary to have a 


compressor unit that meets all modern requirements — depend- 


ably and at low cost. Quincy’s years of experience in building 


air compressors exclusively, their 100-plus authorized service de- 


pots and complete line to 90 C.F.M. are triple assurance of con- 


tinuing satisfaction. Clip and mail coupon today! 


QUINCY COMPRESSOR CO. Dept. NPN-1159 
QUINCY, ILL. 

Gentlemen: 

Send free catalog of Quincy Compressors for 
automotive use. 
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COMPANY 





ADDRESS 





city 
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Regions 


approve or disapprove the company’s 
franchise. Houston has been operating 
in Miami for several months without 
a franchise. 

Better Home Heat Council, the 
statewide oil-heat promotion agency, 
says natural gas is more expensive 
than manufactured gas for nearly half 
the users in Miami and Daytona 
Beach. 

The Council adds that minimum 
users in Miami are paying 100% 
more than they paid for manufactured 
gas last year, in the Daytona Beach 


company is soaking small users so it 
can give large consumers the low 
rates it promised. 

Gripes reached the point in Miami 
that the gas company agreed to drop 
penalty and interest charges on over- 
due bills and restore interest payments 
on deposits. 

But these adjustments applied only 
to Miami gas users. The Utilities 
Commission was reported to be wary 
that tariff charges lost in Miami 
would be made up in charges to users 
in other cities. It was considered pos- 


sible the commission would reopen 
the entire rate structure. 


area 172% more. 


Newspapers are saying the gas 
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3 reasons to buy 
Roto-Prime Pumps 


re Bulk Plants, Tank Farms, Terminals: a centrifugal pump 
designed specially for handling petroleum products, 
designed for maximum efficiency and positive self- 
priming on suction lifts. 


The cut-away picture above of the Gilbarco Roto- 
Prime illustrates the 9 features which make this 
pump the most versatile in the petroleum handling 
industry. Write today for full information on why 
the Roto-Prime is your best buy. 


Gilbert & Barker 
Manufacturing Co. 
West Springfield, Mass. 
Toronto, Canada 
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The Southwest 


Jobbers attack majors’ 
pricing .. . Tax change 
ruins pricing gimmick 


YOU HEAR more remarks dropped 
by Southwest jobbers these days 
about “doing something” to halt what 
they consider an improper market- 
ing practice by 
major suppliers. 

They’re _ talk- 
ing about the 
selling of prod- 
ucts by majors 
to commercial 
accounts and un- 
branded market- 
ers at or below 
prices paid by 
major-brand job- 
bers. Jobbers say 
the situation is as 
bad now as it’s been in the past few 
years 

Just what they mean about “doing 
something” is a little hazy. Some speak 
about “legislation.” 

Some of these jobbers say they 
know certain suppliers are still will- 
ing to shade even Gulf Coast cargo 
prices to certain big private branders. 
Some claim, too, that the private 
brander doesn’t have to be very big 
to get a substantial price discount. 

Coastal refiners have been turning 
to the Gulf Coast cargo prices on 
sales to private-brand accounts for 
some time now. This practice ap- 
parently was started by independent 
refiners on the Texas-Louisiana Gulf 
Coast, bidding against each other for 
markets. Some jobbers say the prac- 
tice has spread to the major ranks. 

Gulf Coast cargo prices, of course, 
are usually quoted lower than those 
for tank car and transport because 
there’s supposed to be a much bigger 
volume involved. 

The jobbers complaining the most 
believe the suppliers selling unbranded 
marketers at low prices are hurting 
their own distributors and, in the 
long run, themselves as well. They 
believe this practice is largely respons- 
ible for retail price troubles, which 
they’ve been suffering for two or 
more years. 

Private brands haven’t caused all 
these price difficulties, but the big mar- 
gins granted them by low wholesale 
costs have helped them to be quick 
on the trigger at the retail level, job- 
bers believe. 

If suppliers wished to admit sell- 
ing to unbranded marketers at be- 

(Continued on page 24) 
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NEW BUCKEYE NOZZLE...SWIVEL.. .for low pressure-drop at high capacity 


No. 125 FUEL OIL NOZZLE @ Permanent lubrication of bearings; grease-sealed 
Available with either 1%” or 1%” IPT inlet —with or at factory. 
without tube and with or without integral check valve 


To you, time is money — and increased delivery 
@ Less than 10 lb. drop at 100 gpm.* capacity of your equipment adds to the number 
@ Higher lift, seat diameter larger than outlet tube. | f stops your trucks can make per day. This new 

; Buckeye combination is the only such system 
@ Designed for 125 gpm flow rate. designed to give you low pressure drop at flow 
e@ Easy to open, easy to close because of hydrau- rates up to 125 gpm—-virtually an “open pipe” 
lically balanced design. No hammer or chatter. — system. Write for more information or contact your 


@ 4-notch replaceable guard permits easy control. Buckeye distributor. 
*Tested on nozzle without internal check 


No. 126 SWIVEL. Available in 2 sizes—11%4” and 11/2” PRESSURE DROP 
AT INCREASING FLOW 


@ Fully repairable: remove plug and ball bearings. CAPACITIES 
Bearings and quad-ring seal easily replaced. 


NR 


Typical 112” 
@ Teflon and ball bearings for easy operation. fuel oil nozzle* 


@ Full pipe size opening at both ends. Female New No. 125* (14%4” and 
portion of swivel (hose end) is larger than hose 1¥2” sizes—no difference) 
coupling—easy to attach and detach. oe ae ee ae 


INLET PRESSURE PSIG. 
wn 


Increases hose life. Prevents kinks, twists and 
damaging tension. Allows hose and valve to turn 1 
independently. GALLONS PER MINUTE 


_ 
a Buckeye. BUCKEYE IRON & BRASS WORKS 
IN Box 883 ¢ Dayton, Ohio 
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Regions 


low their own jobber prices, they 
might argue that their pulling out 
wouldn’t affect the situation much. 
Unbranded independent refiners prob- 
ably would continue to sell below 
the major-brand jobber’s cost. 

What seems most irksome to some 
of the major-brand distributors in 
these parts is that, to quote one, 
“suppliers talk out of both sides of 
their mouths.” 

The distributors contend that maj- 
or representatives attend their asso- 
ciation meetings, speak kind words, 
and expound on how they won’t cut 
prices to get business; then go right 
out and do just that. 


>A gimmick used by some private 


a 


Banett Says: 


e A portable Brake Service 
Shop for Complete Drum 
Machining and Shoe Fitting. 

@ Space problems solved ... 
take equipment to the job in- 
doors or outdoors. 

e Merchandise’s Brake Service. 


e Low-Cost... High Profit, 


branders was dealt a blow by the 
Texas legislature recently when it 
raised the state’s cigarette tax 3¢. 

Some private branders in Houston 
had been displaying cigarette prices 
(usually 23¢ before the tax increase) 
more prominently than their gasoline 
prices (25.9¢ and up). The 3¢ tax 
hike, however, has pushed their cig- 
arette prices up to 25¢ or higher now 
for “regulars.” 


Harry C. Jones, president of Texas 
Independent Producers & Royalty 
Owners Assn., has urged integrated 
companies to encourage their produc- 
ing, refining and marketing segments 
to get together and reduce excess oil 
stocks. 


By ‘ofthe SERVICE STATIONS 
© DO BRAKE WORK 


Are They Equipped 
To Do The Work 
Properly? 


BRAKE MOBILE 
# «> S ) 

0 Qf 
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B-4 Brake-Mobile 
Service Station Special 


Satisfied Customers Attract New Customers 
Results: Increased Gallonage 


*From survey of a leading Automotive Publication 


NPN-11 


BARRETT EQUIPMENT CO. 2101 CASS AVE., ST. LOUIS 6, MO. 


Branch Operations: Miami, Fla Los 


Export, Springfield, Il 
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The East 


Postcard billing is 
saved...Mobil merger... 
More jobber changes 


POST CARD BILLING for heating- 
oil accounts is now legal in Penn- 
sylvania. Jobbers had been worried 
for a time that such billing was a 
dead duck. 

A bill zipped 
through the state 
House of Repre- 
sentatives model- 
led after the law 
sought by Na- 
tional Conference 
of Weights and 
Measures (NPN 
—Oct., p100). It 
would have 
pulled the  cur- 
tain on post-card 
billing since it decreed that jobbers 
must leave a ticket at the time of de- 
livery. 

In the Senate, oil men helped bot- 
tle up the House version and were 
able to get a new law through that 
left the type of billing pretty much 
up to each jobber. This bill was later 
adopted by the lower chamber. 


By 
Cornelius Brodersen 


> Tidewater Oil Co. has purchased 
another of its jobbers and is about to 
lose one of its heating-oil accounts. 

The acquisition is Juniata Valley 
Gas & Oil Co. of Lewiston, Pa., a 
Flying A jobber for 32 years. Selling 
out for reasons of health is George E. 
Phillips, a former Tidewater sales- 
man. 

In picking up Juniata, Tidewater 
gets five service stations; bulk plants 
in Lewiston and Huntingdon, and a 
number of dealer, farm and commer- 
cial accounts. 

Phillips says he has no 
plans for the future. 

On the other side of the coin, 
Tidewater is losing the Solar Oil Co. 
account in Passaic, N.J., on Nov. 1. 
Solar, owned by M. H. Kurkjian, has 
been handling Tidewater heating oil 
for 30 years. It’s now becoming a 
Sun jobber. 


definite 


> California Oil Co. and its branded 
jobber in the Hartford, Conn., area, 
Kay Petroleum Corp., will go their 
separate ways at the end of this month. 

Herb Krechevsky of Kay Petrol- 
eum isn’t saying whether he'll take 
on another brand or go private brand. 

Kay has handled Caloil products 
in the area 13 years, supplying 35 
service stations. 
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Chemigum—T. M. The Goodyear Tire & Rubber Company, Akron, Ohio 


STYLE WWH TANK TRUCK 
AND CAR FILLER HOSE 


No mystery about the all-over-the-world use of Goodyear hose—in every 
oil-handling operation—under every possible condition. 

Over the years, this super-quality hose has proved its superiority on the 
toughest jobs. CHEMIGUM—developed by Goodyear—gives many types the 
ultimate in oil-resistance. And all types give users extra years of trouble- 
free service. 

So when real dependability is a ‘““must,” Goodyear is your hose. Just contact 
your Goodyear distributor—or write Goodyear, Industrial Products Division, 
Akron 16, Ohio. 


.the big name in hose is... 


GOooD?s 


THE GREATEST NAME IN RUBBER 
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How serious is 


copper contamination 





in modern gasolines ? 


Du Pont’s H. J. Scheule answers questions oil men have asked about the problems of copper contamination 


Q. How serious is copper contamination 
in modern gasolines? 


A. Copper is a powerful pro-oxidant. 
At concentrations as low as one part 
in ten million parts of gasoline it is 
capable of causing gasoline gumming. 


Q. Why is it such a powerful pro-oxidant? 


A. It acts as a catalyst, cleaving the rela- 
tively stable hydroperoxides in the 
gasoline to form chain-initiating free 
radicals. 


Q. Are copper contamination problems 
associated only with gasolines which 
have been copper sweetened? 


A. No. Du Pont surveys of service sta- 
tion gasolines indicate that over 90% 
of them contain catalytic quantities of 
copper. 


Q. Where do gasolines pick up copper? 


A. There are many sources both in the 
refinery and in the gasoline distribu- 
tion systems. Any equipment contain- 
ing copper or copper-bearing alloys, 
such as valves, heat exchangers, pumps 
and meters, is a potential source of 
trouble. Finally the automobile fuel 


H. J. SCHEULE supervises 
technical service on gas- 
oline additives at the 
DuPont Petroleum Labora- 
tory. His many years of 
experience include funda- 
mental research on gaso- 
line stability, working with 
refiners on gasoline treat- 
ing problems and partici- 
pation in cooperative tech- 
nical groups on gasoline 
studies. 
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system itself usually contains sources 
of copper. 


Q. What can be done to combat the 
harmful effects of copper? 


A. With few exceptions the addition of 
Du Pont Metal Deactivator (DMD) 
to the gasoline completely nullifies 
the effects of copper. 


Q. How does it control copper-catalyzed 
gum formation? 


A. DMD combines with dissolved cop- 
per to form a stable chelate. The 
additive literally surrounds the cop- 
per, rendering it inactive as a catalyst. 


Q. Should a refiner depend upon the use 
of DMD alone to control copper con- 
tamination from copper sweetening 
units? 

A. No. DMD should always be used in 
conjunction with these processes, but 
should not replace process steps de- 
signed to remove gross amounts of 
copper. 


Q. At what stage in refinery processing 
should DMD be added? 


A. It should be added as soon as possi- 


ble but never before processing which 
embodies contact of the gasoline with 
acid or caustic solutions. 


Q. Is DMD water soluble? 


A. No. It is not extracted from gaso- 
lines by water solutions in the pH 
range of 4 to 8. Losses of the additive 
to storage tank water bottoms are 
seldom experienced. 


Q. Does DMD disappear from finished 
gasolines? 


A. Analytical methods normally meas- 
ure uncombined DMD; therefore, they 
indicate a reduction in additive content 
as it combines with copper to form the 
chelate. Since the copper chelate is 
water soluble, it also is possible that 
both copper and the corresponding 
quantity of DMD disappear as a re- 
sult of water extraction. 


FOR MORE INFORMATION on the vital 
problem of copper contamination and 
gum prevention, call in your Du Pont 
Petroleum Chemicals representative or 
write to Petroleum Chemicals Division, 
E. I. duPont deNemours & Co. (Inc.), 
Wilmington 98, Delaware. 


Tetraethyl Lead : 
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ESPA 


Jobber sells for 7¢ gal. 
... Sun cuts dealer turn- 
over... Space-shrinking’ 


PANEL SESSIONS were featured at 
the fall meeting of the Empire State 
Petroleum Assn., one for fuel-oil 
jobbers and the other for gasoline 
jobbers. Information from those two 
panels provided a lot of conversa- 
tional material during the two-day 
meeting. 

W. F. (Bill) Briggs reported that 
he heard of the sale of a heating-oil 
jobbership, with price based on vol- 
ume, at the rate of 7¢ gal., one of the 
highest figures heard in the East. 
Briggs is head of Valley Oil, Middle- 
town, Conn. 

A good, low-cost oil burner is on 
the way, L. S. (Len) Marshman, 
Mobil Oil, reported (NPN — Oct., 


p99). It may be ready in a year or | 


two, and there should be good news 
about it next year, said Marshman. 

Jobbers were highly critical of heat- 
ing-oil price increases that popped 
last winter without explanation. They 
said they received many complaints 
from customers, and 
prepared to defend them. Marshman 


said suppliers haven’t done enough to | 


give distributors informa- 


tion. 


adequate 


“Our company, for one, is going to | 


do something about it,” said Marsh- 
man. “We want to put the public 
relations situation on the offensive 
rather than the defensive, through 
more informational aids and so forth.” 

Ralph Ross told how Sun Oil has 
reduced dealer turnover in stations to 
an unbelievable 2.6%. The general 
industry dealer-turnover figure is 
about 24%. Sun has toughened its re- 
quirements in selecting dealers and 
puts them through an unusually in- 
tensive training program, washing a 
man out on the spot if there seems to 
be some question about his fitness. 
Sun’s 2.6 turnover is among dealers 
who have gone through the new pro- 
gram. Sun’s over-all average, includ- 
ing pre-program dealers, is close to 
the industry’s. 


Dealer turnover? Never heard of 


it. That, in effect, is what two New 
York jobbers said: William H. Van 
Voast, Tryon Oil (Atlantic), Johns- 
town, N.Y., and Morton Dimet, Simon 
Oil (Gulf), Niagara Falls. Both have 
programs, with incentive plans, that 
make the dealerships profitable. 

“A jobber can do a much better 


job of running a service station than 
a major oil company,” said Van Voast 
flatly. 

“Space-shrinking” is the big factor 
affecting retail operations, as a result 
of more and larger cars, said O. F. 
(Ollie) Minor, Shell Oil’s retail man- 
ager. Car dealers aren’t expanding 
their service departments, which be- 
come crowded. So there are more 
opportunities at stations for other 
services, such as tuneup and brake 
repair, he said. “We think it increases 
gallonage,” he added. 

The fuel-oil workshop panel was 
keyed to the subject: “More Profit 
through Efficient Fuel Oil Operation.” 
The panelists were William G. Kane, 
president, Lewis Associates, Port 








they weren't | 


Associations 


Washington, N. Y.; Leonard Braun, 
Piping Rock Fuel Corp., Halesite, 
N.Y.; William H. Henwood, general 
manager, Meenan Oil, Levittown, Pa. 
and W. F. Briggs, president, Valley 
Oil, Middletown, Conn., with L. S. 
Marshman, Mobil Oil, New York, as 
moderator. 


“How to Upgrade Service Station 
Operations and Improve Profit Pos- 
sibilities” was the subject of the gaso- 
line panel, which consisted of O. F. 
Minor, manager, retail department, 
Shell Oil, New York; Ralph R. Ross, 
service station dept., Sun Oil, Phila- 
delphia; W. H. Van Voast, Atlantic 
jobber, and Morton Dimet, Gulf job- 
ber, with Frank Breese, NPN editor, 
as moderator. 





NOW-a better pump 


for your consumer trade 


This new Tokheim Model 86 Electric 
Power Pump is designed, built and 
priced to your consumer needs. Self- 
priming rotary vane-type pumping 
unit is powered by a 4 h.p. capacitor 
motor which starts easily on low volt- 
age often encountered in rural areas. 
Direct drive. No mechanical seals, 
belts or packing; increases efficiency. 
Pump delivers 12 gal. per minute. 


General Products Division 


Tokheim Model 86 
Electric Power Pump 


Includes removable strainer screen, 
check, by-pass and relief valves. No 
foot valve is necessary. Tokheim de- 
signed meter with easy-to-read 
counter and totalizer. Handsome, low 
contour styling, rugged baked enamel 
finish. One-year guarantee. Model 86, 
we believe, is ahead of anything in 
the field. See it! Compare it! We think 
you will agree. Write for new catalog. 


Symbol of Excellence 


TOKHEIM CORPORATION 
DESIGNERS AND BUILDERS OF SUPERIOR EQUIPMENT SINCE 1901 


165. WABASH AVENUE 


FORT WAYNE, INDIANA 





Subsidiaries: Tokheim International, A. G., Lucerne, Switzerland; 
GenPro Inc., Shelbyville, indiana; Tokheim of Canada, Ltd., Toronto, Ontario 
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Planning Combination Bulk Plant-Service Stations? 


Red Jacket “OVG-FLO ™ rarnevsom 


will give you Big Savings 


rn 





Five Models with Capacities to 260 GPM... 


When you combine the economies and 
operating advantages of underground bulk 
storage with the low installation and main- 
tenance costs of Red Jacket ‘‘BIG-FLO”’ 
Submersible Petroleum Pumps, you can 
count on big overall savings. Five models of 
these efficient pumps are engineered for bulk 
petroleum handling. Available in sizes from 
one to five horsepower with capacities to 
260 gallons per minute, total heads to 110 
feet—and all models are listed by Under- 
writers’ Laboratories, Inc. 


Red Jacket ‘‘BIG-FLO”’ Submersible Pe- 
troleum Pumps cut installation costs since 
they eliminate such equipment as foot or 
check valves, suction piping and fittings to 


bottom of tank, gate valve on pump dis- 
charge, and concrete base for pump and 
motor. They save maintenance costs since 
they are lubricated by the petroleum prod- 
uct pumped, and direct drive eliminates wear 
on drive connection parts. These advantages, 
together with out-of-the-way and out-of-the- 
weather location, lack of vibration and vapor 
lock, make them virtually trouble-free. 


These pumps include the advanced engi- 
neering features of Red Jacket ‘‘ Extracta” 
pumps which pioneered extractible submer- 
sible remote pumps for service stations. For 
complete information about Red Jacket 
‘““BIG-FLO” Pumps, contact your nearest 
representative or write us direct. 


» » » «Contact your nearest RED JACKET REPRESENTATIVE for complete informations ++ +++ (3 


aobert B. Cox, 12133 Coyle Ave., Detroit 27, Mich. ~R. M. “Mac’’ Crowder, 5719 W. Hanover St., Dallas, Tex. 
Henry D. Fairlie, 15 West 44th Street, New York 36, N. Y. “R. L. Faubion, Sr., 2525 S. W. Bivd., Kansas City, Mo. 


r 


— RED JACKET 


Joe R. Mooney, 3162 Chartres St., New Orleans 17, La. “E. P. Ted’ Muller, 1306 E. 17th Ave., Denver 18, Colo. 
R. E. Sanderson, 221 llth St., San Francisco 3, Calif. “A. R. Sedgebeer, 2711 So. Hill St., Los Angetes, Calif, petroleum 


"A. L. Sobey, 624 So. Michigan Ave., Chicago 5, Ill. “Gardner Udell, 3820 N. College Ave., Indianapolis.S, tnd, ~ 
Lee Vaughan, 3111 N. 34th Place, Phoenix, Ariz. “C. E. “‘Red'’ Weaver, 4223 Cincinnati-Brookville Road, Hamilton, 0, 


pumping 
equipment 


"john F. Young, 235-37 Spahr St., Pittsburgh 32, Penn. “E. “Al Zahi, 1516 So. Sth St., Minneapolis, Minn. ° 


RED JACKET Manufacturing Company 


RETROLEUM EQUIPMENT DIVISION ¢ Box 270, Davenport,lowa 
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PPA 


Jobbers quiz suppliers 
on margins... Mills re- 
ports ... Food chains hit 


PENNSYLVANIA Petroleum Assn 
set the stage for a quiz game with 
suppliers at its annual fall meeting at 
Pocono Manor. 

Jobbers want the answers to two 
big questions: (1) Why are jobber 
margins in the state the lowest in 
the industry, and (2) what are ma- 
jors going to do about it. 

Miles M. Mills, National Oil Jobber 
Council president, told the group that 
margins in the state were at least 
0.25¢-0.5¢ under the national aver- 
age. Margins on a national average 
run from 3.25¢ to 3.5¢. PPA members 
say their margins run from 2.4¢-3.25¢. 

Groups of jobbers handling the 
same brand say they want to sit 
down with suppliers to discuss higher 
margins. Action taken by PPA will 
tend to strengthen their position. 

Mills, in the East to talk to several 
majors on the question of over-supply, 
said he was getting a better recep- 
tion than on previous visits. “Where 
I used to see only sales people, I’m 
getting to meet board chairmen, 
presidents and refinery vice presi- 
dents.” 

Mills attributed this to NOJC’s hav- 
ing won this year, without any help 
from majors, legislation changing the 
collection level for federal gasoline 
taxes. 

He said jobbers should be ready 
to carry their problems to Washing- 
ton if suppliers don’t act in reasonable 
time. 

Mills’ advice clashed with that of 
Leo J. Hoar, marketing vice president 
of Sinclair Refining Co. 

Hoar warned jobbers they can’t 
foresee just how and how much the 
government would regulate. 

PPA directors went on record as 
opposed to gasoline retailing through 
supermarkets. While no names were 
mentioned, the action was directed 
against Food Fair’s plan to sell gaso- 
line at some of its markets. 

PPA took the position that Food 
Fair may wind up selling branded 
product as unbranded at prices that 
could contribute to price instability. 
Copies of the resolution will go to 
majors, many of whom have been 
asked to bid on the Food Fair con- 
tract. 

(For a full report on food chains 
in oil marketing, see NPN — Oct., 
p141.) 








WHY BRAKE SERVICE WITH RAYBESTOS? 


In a word... 






































... keeping your dealers loyal to you 
and the public loyal to your dealers. 
Motorists assured of good, dependable 
brake service from a station are likely to 
patronize that station week-in, week-out 
for gasoline, motor oil, lubrication and 
TBA. Dealers assured of steady, extra 
income from brake work—and the other 
business that brake work brings in— 
are likely to stay in your family. 


To make brake work pay full dividends, 
you ll want to encourage your dealers to 
use Raybestos linings—not cheap, off- 
brand, inferior makes that might actually 
ruin their reputations. Here are just 
three of the many reasons why you'll 
want your dealers to use the linings that 
are copied, but never equaled. 


¢ Sound training program 
Raybestos factory schools and 
local brake service clinics (fea- 
turing up-to-the-minute films) 
train mechanics effectively. 


¢ Consumer acceptance 
In every recent independent 
survey, Raybestos has emerged 


the No. 1 brand. 


e Experts’ preference 

In the 1959 Indianapolis 500 
mile race every car that finished 
was equipped with Raybestos 
brake linings. 


If you would like to discuss the possibilities of Raybestos in your service station 


plans, just write to us. We will be delighted to meet with you at your convenience. 


AMERICA’S BIGGEST 


RAYBESTOS DIVISION of Raybestos-Manhatt 


SELLING FRICTION MATERIAL 


A 





M 
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RAYBESTOS-MANHATTAN, INC. Brake Liningse Brake Blockse BrakeFluids Clutch Facingse Industrial Rubber 
Mechanical Packings » Asbestos Textiles « Engineered Plastics « Sintered Metal Products « Rubber Covered 
Equipment Laundry Pads and Covers « Abrasive and Diamond Wheels « Industrial Adhesives « Bowling Balls 


geport, Conn. 
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FIRST, FINEST. 
RFASTEST 


Scovill, who developed and introduced the permanently-attached hose coupling, provides the 
finest service and fastest delivery in the industry today. It paysin three important ways to specify 
permanent or re-attachable couplings by Scovill. | FIRST—Scovill has more know-how on the 


correct applications, uses and maintenance of hose couplings EE 


Scovill was the first to design and manufacture couplings for modern hose and is the leading 


supplier of fuel oil and gas pump couplings. FINEST —Only Scovill gives you such fast, 


efficient service because only Scovill has a nation-wide network of sales offices and warehouse 
facilities. FASTEST— Coupling orders received by Scovill are shipped immediately. 
Scovill makes and stocks a complete range of fuel oil and gas pump couplings. And the Scovill 
sales and service force—the largest and finest in the industry —is ready to consult with you 
anywhere and anytime. For complete details, write: Scovill Manufacturing Company, Hose 


Coupling Department, Waterbury 20, Connecticut. 


Hose couplingsby SCOVILL 





570-H Gas Pump Coupling, Permanently Attached 
§20-H Fuel Oil Coupling, Permanently Attached 


MAIN OFFICE: 99 Mill Street, Waterbury, Conn. CLEVELAND: 4635 W. 160th Street LOS ANGELES: 6464 £. Flotilla Street HOUSTON: 2323 University Blvd. SAN FRANCISCO: 434 Brannan Street TORONTO: 334 King Street East 
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Associations 


ls Credit-Card Automation Coming? 


Credit-card imprinters 
that show sales totals 


will be tried in 1960 


A LONG STEP on the road to auto- 
mation may result from the introduc- 
tion next year of an imprinter that 
will print dollars-and-cents sales totals. 
Standard of Ohio will start using them 
in 100 trial stations after the first of 
the year. 

At the annual conference of the 
American Petroleum Credit Assn. in 
Minneapolis last month, Arch Flet- 
cher, Sohio credit manager, said two 
manufacturers, Addressograph and 
Farrington, will supply the dollar- 
value imprinters. 

(The two manufacturers, Addresso- 
graph-Multigraph Corp., Cleveland, 
and Farrington Manufacturing Co., 
Needham Heights, Mass., are long- 
time suppliers of embossed credit 
cards now widely used by oil com- 
panies.) 

The two devices are somewhat 
alike. The . station operator imprints 
dollar figures on the sales ticket by 
moving levers to appropriate notches. 
He may, for convenience, first calcu- 
late the amount of the sale and write 
it by hand in the appropriate blank 
space on the ticket. 

However, Fletcher suggests that on 
sales involving gasoline only (83% of 
all sales) station operators will no 
doubt skip the pencil work and simply 
set the amount on the dollar-value 
register. 

Automation comes into play when 


Of. BS ROLE IN MODERN MBSTORY : 1868 - ese 


the ticket reaches the accounting 
office. Scanning devices are available 
that “read” the dollar-values and ac- 
count numbers and _ automaticaliy 
transmit them to key punch machines. 

Jobber Loans — A panel session 
brought out that oil company loans 
are most frequently made to jobbers 
for these purposes: to build or re- 
model stations, to buy equipment, to 
buy out a partner or another jobber. 

As a last resort, loans are some- 
times made to “bail out” a jobber 
who is in financial difficulties. Com- 
mon sources of trouble are over- 
expansion or poor judgment in taking 
on too many long-term loans. A typi- 
cal “bail-out” loan consolidates all of 
a jobber’s debts and permits him to 
repay in monthly installments. 

A typical breakdown of one com- 
pany’s jobber loans totaling $5-mil- 
lion shows a range from $5,000 to 
$140,000, with an average of $23,750. 
Sixty-three jobbers borrowed less than 
$25,000; 19 loans ranged between 
$25,000 and $100,000; only four ex- 
ceeded $100,000. 

Dealer Loans — Applications by 
new dealers for inventory loars now 
get more careful screening, said one 
panel member. In appraising the 
dealer’s chances of success, a divi- 
sion-office committee weighs his train- 
ing, studies the location he’s picked, 
makes sure he understands the risks 
and isn’t paying too much for equip- 
ment. 

After the loan is made the credit 
department keeps the committee ad- 
vised of the dealer’s progress. 


SPECIAL OFFER FOR NPN READERS 


Analysis of $358,000 loaned by a 
typical division shows the largest loan 
was $3,500, the average $2,000. Three 
of the dealer loans resulted in losses 
totaling $1,282, or 35%. Company 
policy is to loan a maximum of not 
more than $5,000 for not more than 
36 months. 

Another member gave a breakdown 
of $7-million loaned to 3,900 dealers 
over a 10-year period. Loans were 
made at 5% for terms ranging from 
18 to 24 months. Service fees (at 5%) 
totaled $750,000, bad debts $70,000 
(1%). Average size of loan was 
$2,500. 

From general discussion it appears 
that most companies now use a 6% 
interest rate on dealer loans; and 
that loans are now made for longer 
periods, ranging from 24 to 60 
months (average 48 months). 

Customer Relations — The way 
credit is administered has a direct 
effect on sales, said J. A. Walker, 
Standard of California. Therefore he 
suggests credit men have a dual re- 
sponsibility. P 

One responsibility is to pay con- 
stant attention to credit contacts 
made by the sales organization. 
Another is to make frequent studies 
of all incoming mail to see what 
customers are saying, and to check 
how telephone conversations are han- 
dled. 

It’s up to us, said Walker, to see 
that what’s said and written in our 
communications with customers will 
be a credit to our respective com- 
panies and get results. 


Created for NPN’s Centennial Issue, the fascinat- 
ing wall chart shown at left has been in constant 
demand since its publication. Big (2242"x16”), 
handsome and suitable for framing, it traces 
major developments in oil’s first century, relating 
them to events in world affairs, politics, business, 
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sports and public life. Puts the happenings of 100 
years in perspective. 


An ideal addition to your office or den; a helpful 
study aid for the students in your family. Makes 
an effective promotion piece or premium, and an 
unusually appropriate Christmas gift. Now avail- 
able at these special rates through Dec. 31, 1959: 


Single copies 
Up to 10 
Up to 25 


$1 each Up to 50...70¢ each 
90¢ each Up to 100. 60¢ each 
80¢ each Up to 200. .50¢ each 


Please write for quotations on orders over 200 
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A New 


PROFIT IDEA 


for the 
INDEPENDENT 


@ JOBBER 
@ DEALER 
@ CHAIN 
OPERATOR 


We will manufacture and pack- 
age your oil filters for you, 
under your OWN BRAND 
NAME, in small or large quan- 
tities—enabling you to sell at 
a competitive price, with as- 
sured profit margins! Our prices 
are actually less than most 
“name” brand prices. We have 
a new modern plant, and pro- 
duce superior oil filters with 
positive selling features that 
will make satisfied customers 
for you. Why sell ‘somebody 
else’s’’ products when you can 
control the sale with your own 
name brand? 


A TOP PRODUCT AT A 
COMPETITIVE price 


WRITE TODAY! 


Vy FILTERS 


Dept. 100 


7681 Beechmont Ave. 
Cincinnati 30, Ohio 
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Associations 


Fair Trade: 


Clashing Views 


Gasoline fair trade is spreading. It's on in 
New Jersey, Pennsylvania, Connecticut and North 
Carolina. Here's what some oilmen are saying 


PR FAIR TRADING of gas- 
oline in New Jersey and 
Pennsylvania is working, with a big 
majority of jobbers and dealers favor- 
ing its continuation, says J. H. Picou, 
Atlantic’s director of advertising, sales 
promotion and marketing research. 

He spoke on a panel at the North 
Carolina Oil Jobbers Assn. meeting. 

Picou based his conclusions on a 
survey completed about Sept. 1 by 
an Outside opinion research firm At- 
lantic retained to evaluate jobber and 
dealer attitudes toward fair trade in 
Pennsylvania and New Jersey. Major 
conclusions: 

e A heavy majority of both dealers 
and jobbers in both states support the 
fair-trade idea. 

e In New Jersey, fair trading has 
been especially popular and effective 
in bringing stability to markets that 
had been in price agony for many 
years. The main concern in that state 
at the moment is the growth of un- 
branded gasoline sales—but the con- 
cern is not widely held. 

e Fair-trade pricing is popular in 
Pennsylvania, too. The overwhelming 
sentiment is for its continuation. 

Picou said that in Pennsylvania the 
number of dealers who thought busi- 
ness had been helped outnumbered by 
3% to 1 those who thought they had 
been hurt. In New Jersey, 4 of 5 
dealers reported that fair trading had 
helped their business, he added. 

“Jobbers voted heavily in favor of 
continuation of fair trade in both 
states—Pennsylvania jobbers by more 
than 4 to 1 and New Jersey jobbers 
by almost the same margin,” Picou 
reported. 

Another panelist, Charles L. Jes- 
sop, manager of prices and contracts 
of Gulf Oil’s division office in At- 
lanta, Ga., explained why Gulf was 
the first company to fair trade in North 
Carolina (see page 21). 

To improve and _ stabilize dealer 
margins in a Chaotic market. 

To rebuild the reputation of the 
Gulf brand, which had materially suf- 
fered in price wars. 

Jobber panelist George Blackwelder 
Jr. (Amoco) cited these advantages: 

e Dealers would be able to hire 
better attendants and offer services 
expected by the public. 

e Distributors wouldn't find the 
future so uncertain. 


CO FAIR TRADE has been 

tried and found wanting 
as a cure for oil marketers’ problems, 
says J. G. (Doc) Jordan, Shell Oil 
Co.’s marketing vice president. 

In a talk before the Ohio Petro- 
leum Marketers’ Assn., Jordan said 
he doesn’t believe fair trade can give 
more than “very short-term relief.” 

He gave four reasons for doubts 
about its chance of success: 

e The retail side of oil marketing 
is too big and too highly complicated 
by divergent interests to permit ef- 
fective administration, enforcement. 

e In major markets, where fair 
trade might be useful, important seg- 
ments don’t accept it. 

e Fair trade can seriously damage 
the status of branded products, per- 
haps even lead to their liquidation. 

e Fair trade could be a step toward 
more rigid legislative controls. 

“How about suppliers who run two 
ways at once and sell through branded 
outlets and to independents?” asked 
Jordan. “They have no rights in es- 
tablishing fair-trade prices for the in- 
dependents, and it is our observation 
that they are not making much of an 
attempt to enforce fair trade.” 

(‘“‘Parenthetically, I might add that 
according to our most recent esti- 
mates, 75% of the independents’ sup- 
plies are originating from the so-called 
major-company refineries.” ) 

Even in areas where fair trade is 
apparently working, the prospects for 
long-term success are doubtful, says 
Jordan. In New Jersey, the number of 
independents has risen from 165 to 
nearly 600 since fair trade was re- 
instituted in 1956. The independents 
sell three times as much gasoline as 
they did before fair trade was re- 
stored, and they are increasing their 
share of the market. 

“You can make your own predic- 
tions as to the next sequence of 
events,” Jordan said. 

He listed three alternatives to fair 
trade: 

1. Follow the present prevailing 
practice, with dealers and jobbers free 
to set their own prices. 

2. Get government control over all 
pricing levels. He strongly opposes this. 

3. Urge every marketer to ask him- 
self, “Am I part of the problem or 
part of the answer?” and then make 
appropriate changes. 
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NEW: 


MULTI-FUNCTIONAL VISCOSITY INDEX IMPROVERS 


PARATONE 





MULTI-FUNCTIONAL VISCOSITY INDEX IMPROVERS 
BOOST MOTOR OIL PERFORMANCE 4 WAYS! 


@ Improves Viscosity Index @ Reduces Piston Varnish 
@ Essentially Eliminates Sludge Deposits @ Reduces Pour Point 


The new Paratone 400 Series, latest addition to Enjay's growing list of Prescription- 
Balanced Paramins, is an entirely new class of multi-functional Viscosity Index Improvers. 


COMBINES FUNCTIONS OF OTHER ADDITIVES 


Provides the benefits of a viscosity index improver and a pour depressant as well as 
providing sludge dispersancy and detergency. 


FIGHTS ENGINE DEPOSITS 


Motor oils prescription-balanced with Enjay's Paratone 400 Series essentially eliminate 


sludge deposits even under the severest stop and go driving conditions. In addition, you 


can market an oil assuring customers of: 


@ Cleaner Piston Skirts @ Clean Oil Screen @ Free Flowing Oil Supply 


COMPLEMENTS OTHER ADDITIVES 


The new Paratone 400 Series may be prescription-balanced with Enjay's or other deter- 
gent inhibitors to provide an outstanding motor oil. 


THOROUGHLY TESTED 


Before putting Paratone 400 Se- 
ries of multi-functional viscosity 
index improvers on the market, 
Enjay subjected it to the most 
severe laboratory and field per- 
formance tests. 





Sd 
~ 


Toughest test of motor oil additive performance is the stop-and- Oil pan at the top shows effect of using Paratone 400 
go of taxicab operation. Enjay tests additives to their utmost in a Series additive, while the other pan shows the results 
fleet of 60 New York City cabs, under every driving condition the with conventional viscosity index improver. The oil 
city can offer. Each test begins with a completely new engine, con- pans tell the story. The detergent inhibitor and the 
tinues for over 25,000 miles with oil changes only every 4,000 miles. base oil used were the same. 

Engines are then pulled out, dismantled, and are carefully inspected. 

Paratone 400 Series additives conclusively proved their worth in 

these tests. For details — see below and right. 


Taxi piston shows how well a Paratone Oil screen clogging practically eliminated! Here are two representative oil 

400 additive protected against ring zone screens from the above Taxi Test. Note the dramatic difference . . . screen on the 

deposits during the 25,000 miles. right with Paratone 400 Series additive is only 2% clogged. The clogged screen on 
the left resulted from an oil which contained a conventional viscosity index improver. 
Up to 50% better overall sludging performance in taxi tests! You can expect 
this kind of result from recommended blends of Paratone 400 Series additives. 
Oils formulated with the Paratone 400 Series product can easily meet the cus- 
tomer’s specific requirements, including Ordnance qualifications. 


. iinet 














CALL UPON ENJAY FOR PRESCRIPTION-BALANCED ADDITIVES 


... Made to your exacting specifications . . . 
Created to help you market your product SUCCESSFULLY 


@ Enjay serves you as a single source of the complete line of petrochemicals 
to improve your fuels and lubricants. 


@ Enjay maintains a larger technical staff devoted not only to developing 
new additives, but also to preparing specialized formulation to fit your 
specific needs. 


@ Quality control every step of the way from raw material to finished product 
is extremely important at Enjay to assure our customers of consistent high 
quality with each order. 


@ Deliveries are made from Enjay product centers throughout the country. 
They are expedited along the way by Enjay’s new traffic control system. 


The Enjay technical staff is available to help you meet your individual require- 
ments in the additives field. 

For the latest Technical Service Bulletin on the new Paratone 400 Series, or for 
more information on how a Prescription-Balanced Paramins Package can im- 
prove your product's performance — and effectively lower your treating costs 
— write or phone today 


ENJAY COMPANY, INC., 15 West 5ist st, New York 19, N. Y. 


Akron * Boston * Charlotte * Chicago * Detroit * Los Angeles * New Orleans * Tulsa 


EXCITING NEW PRODUCTS THROUGH PETRO-CHEMISTRY 





PETROLEUM SALES MANAGERS: 








Le 


witha it takes to build 
really BIG TBA sales and profits! 


If you want to give your dealer organization a deep-down 
incentive for bigger sales and profits, give them The General 
Tire and its complete line of tubes, batteries and accessories. 
Recognized for quality the nation over, General Tire can 
build a bright new future for you and your entire operation. 
Make today the day you decide to go all the way with General. 


e Complete line of passenger, truck and farm tires 

e Consistent and concentrated advertising help 

e Complete marketing and merchandising programs 

@ Warehouse facilities as near as your nearest telephone 
Sales training aids designed to boost sales and profits 











makes your sales 


jump to attention 








write today to: 
L. L. HIGBEE, TRADE SALES MANAGER 


THE GENERAL TIRE & RUBBER COMPANY 


AKRON, OHIO 
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PROVED EXPERIENCE—Heil developed the first 
welded aluminum tank back in 1930. . . has built 
T Hi E more aluminum tanks of all kinds since then than 

any other manufacturer. Today, three out of every 
four petroleum tanks Heil builds are aluminum... 


and the trend continues to grow. 
B 1 G SWI N G TO ENGINEERING LEADERSHIP—Heil—/irst to use 


automatic welding on aluminum, in 1939. First to 
build frameless aluminum trailerized tanks, in 1941. 
First, and still exclusive, with triple-dished heads 
flanged automatically in one operation on a Heil- 


designed, 800-ton hydraulic press. Result: precise 
A L U M I N U M ? head uniformity, perfect fit in assembly, sound, 
dependable welds. A Heil tank is always smooth, 
straight and strong. 


UNEQUALED FACILITIES—Special Heil-designed 
equipment insures highest standards of manufacture. 
Quality control includes spot checking by radio- 
graph X-raying of welds. Each tank is tested with 
dye solution and pressurized oil before final O.K. 
All this, plus a research and development program 
that leads the industry with fresh, new, profit- 
making design ideas for today’s haulers. 


When you buy aluminum you make an im- 
portant investment, so remember this: 
nobody knows aluminum like Heil. See your 
Heil man soon . . . he’s got the facts you 
want to hear when you consider your next 
aluminum tank, 
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THE HEIL co 


Milwaukee 1, Wisconsin 
Other Heil products for liquid hauling 
External ring, clean bore, insulated and non-insulated 
tanks for a wide variety of chemicals, petroleum and 
liquid foods in aluminum, 
stainless or high-tensile 
steel, and plastic. 


Factories: Milwaukee, Wis. ; Hillside, N. J.; Lancaster, Pa. 
Cleveland, O.; Modesto, Calif. 
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SELLING SLANT OF THE MONTH! 


Now ...AC announces 


the only complete electronic 





spark plug analyzer... 


-ACilloscope! 


The Sales Tool that the Spark Plug World has been waiting for... 
e Lightweight @ Easy to Use @ Easy to Read @ Does Complete Analyzing 
Job @ Built to Last @ Immediate Delivery @© Complete Sales Package At 
One Low Price @ Full AC Warranty 


This adds up to more Sales and Greater Profits! 
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SELLING SLANTS 





ACilloscope 


does the complete job! 


No. 1... DETECTS LEAD FOULING. The ACillo- 
scope is the only electronic analyzer that detects lead 
fouling, which causes up to 85% of spark plug failures. 
Moreover, it shows this condition from the start. 


No. 2... DETECTS ELECTRODE WEAR. Wear 
widens gaps. Engines miss at high speed and under 
extreme loads. The ACilloscope detects this condition, 
even when it is just starting. 


No.3... DETECTS OIL, GAS FOULING. Deposits 
from combustion cause many spark plug failures. The 
ACilloscope points out this condition . . . and here 
again, it shows it from the start. 


SHOWS ALL OTHER CONDITIONS, TOO! 


The above conditions are the major causes of spark 
plug failure. The ACilloscope not only detects 
them, but also reveals all other conditions .. . 
improper gaps, cracked insulators, reverse polarity 
and flash-over. Only ACilloscope assures you of a 
complete analysis job. 





Presto! it’s in use! 


It takes only four simple connections. You 
connect red ““T’’ connector to the distributor 
center tower. You connect black trigger lead 
to the most convenient spark plug lead at the 
distributor. Then, you connect battery clips 
to positive and negative battery posts. Makes 
no difference which. No chance for error. Allow 
a few seconds for scope warm-up. When green 
light shows on screen, have motorist start 
engine. The ACilloscope is in ACtion! 


Your Dealers can give this 
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Simple and easy 


to read, no training required! 








You’re looking into the business end of the ACillo- 
scope, with the key to reading it printed left and 
right of the central picture. As you can see, you 
can easily match the pattern you see in the center 
with the various conditions shown on the key 
patterns. That’s all there is to it. Anyone can read 
it, with no training at all—servicemen and cus- 
tomers alike. 





The ACilloscope features a locked-in circuit, and 
a conveniently located tuning knob to expand the 
pattern when studying conditions. 














By JAMES ROGSE 


i* * a ACilloscope dealers to be 


posT === ‘First 25,000 


Nt 
listed in national advertising! 


2 
Now . .. AC offers dealers a big national advertising bonus, 
when you purchase the ACilloscope. The first 25,000 
ACilloscope dealers will get their names and addresses listed 
in a dramatic four-page advertisement scheduled to appear 
in The Saturday Evening Post early next Spring. These 
names will be selected on the basis of the first 25,000 War- 
ranty Cards returned to AC. Dealer names will be placed 
before thousands of performance-conscious motorists in their 
marketing area. Your dealers will be recognized in the most 
select company in the automotive after-market. AC will send 
dealers an advance copy of the ad so they can tie in locally 
to reap the full benefit of this great national promoticn. 


efficient spark plug service! 
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Your Dealers get this big package 
when they buy the ACilloscope 


Your Dealers start making additional spark plug sales right away, when they get their ACilloscope. 
The ACilloscope comes—not as just a selling tool—but as a complete selling package. 


WINDOW TRIM—These four colorful pieces give = By Guu GG) fy 


dealers a choice of what to say on their window. They can 
ena one, two, three or all four. 

















AC 
UM Spark Plug Service c ee iccsopeebeeneaieeaienees 


| Announcing a new Spark Plug Serve: = FIRE RING 


SPARK PLUGS 








CHART FOR EASY READING—Your dealers’ 
customers will be interested in this chart. It shows 
spark plug conditions, and corresponding readings 
on the ACilloscope. 


engine perform \ 
on the \ 








\ ACilloscope } 
Screen | 


SLIDE RULE—This handy pocket slide rule will be a 
SPARK real help when your dealers are talking to customers. 
_ q SERVICE MANUAL—Here’s one of the most 


complete spark plug service manuals ever com- 


ayMe- uP piled. It shows spark plug removal and installa- TOTAL PACKAGE PRICE 


MANUAL t tion methods for the difficult, as well as the simple ACilloscope and $ A A 95 
> applications. It gives simple seven-step proce- Selling Tools . . 
 esucapeemainsls. i dures to help train attendants, and complete DEALER PRICE 
. instructions for the best use of the ACilloscope. No Qualifications 





Tune UPwoRK DORE HERE! §='Y our Dealers also get these big extras 


Lowen FREE after receiving the ACilloscope! 
ee As purchasers of ACilloscopes, your dealers will be contacted by an AC 


representative, who will deliver the all-metal driveway sign and the 
decal. If requested, the representative will assist in setting up a spark 
plug service center. 






































ALL-METAL DRIVEWAY SIGN—This PERMANENT IDENTIFICATION—This 
colorful all-metal driveway sign reminds decal gives your dealers a permanent 
motorists that your dealers do tune-up work, identification as a spark plug service center. 
It’s 26” wide by 48” high. 








A BIG BONUS! The first 25,000 dealers, who buy the ACilloscope, will be 
listed in a giant four-page AC Spark Plug ad in The Saturday Evening Post. 
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@ SELLING SLANT OF THE MONTH! 


geta 


larger 


slice 
of the fuel pump 


market! 


FUEL PUMPS 


@ Dealers include $8.70 with order of any 6 AC Fuel 
Pumps and the FPM-58 promotion and receive: The 
AC Carve 'n’ Serve Set and an extra AC Fuel Pump. 

@ Dealers sell the extra AC Fuel Pump and automati- 
cally recover $8.70. Profit on the extra fuel pump 
pays for the promotion package. The AC Carve 'n’ 
Serve Set becomes the dealer’s—at no charge! 


SELLING AC FUEL PUMPS IS PROFITABLE BUSINESS! 


Right now, during this AC Fuel Pump Promotion, your 
dealers have an opportunity to gain the extra profit of 
this outstanding, highest quality AC Carve ’n’ Serve Set! 


Ideal for the girl in your life who will appreciate the 
sturdy 12-by-18 inch hardwood Carve-Serve Board with 
adjustable chrome holder, chrome carrying handles, and 
rust-proof aluminum spikelets for anchoring meats. 


The Slicer Fork and Boning Knife included in the set are 
of the highest quality, hollow-ground stainless steel and 
Superwood. Both feature scalloped blades that will not 
chip or scratch. 

Actually, the dressing for your dealer’s holiday turkey 
will cost more than the cost for this tremendous Carve 
’n’ Serve Set value. The figures prove it! 


ORDER FPM-58 DURING THIS HOLIDAY AC FUEL PUMP PROMOTION! 
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SUPER SERVICE FOR 
SUPER HIGHWAYS 


Cities Service Pike-ettes, 
| a trained corps of high- 
| way hostesses, offer super 
| service to travelers of the 
New Jersey Turnpike. 


r 








New Jersey has one of the best highway systems within the Cities Service 
marketing area. The best highways within New Jersey are the New Jersey 
Turnpike and the Garden State Parkway. The competition for placement 
of service stations on these superhighways is, naturally, highly competitive 
because of the vast public relations involved. The fact that Cities Service 
has 100% of the stations on the Turnpike and 50% of the stations on the 
Parkway is highly indicative of the interest Cities Service has in giving super 
service to the travelers of America’s super highways. Yes, from highway to 
byway Cities Service is interested in helping dealers and distributors give 
ever better service to American motorists. 


State Gasolene Taxes to Pass $3-Billion in 1959 


$2,919,000,000 in taxes on motor fuels were collected in 1958 by state gov- 
ernments. This was a 3.2% rise over 1957, With gasolene sales going up 
and with new state levies, these taxes are sure to pass $3-Billion in 1959, 
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Cities Service 
Expands in Canada 


With the opening of the ultra-modern 
$27,000,000 Trafalgar Refinery near Toronto, 
Cities Service continues with its $40,000,000 
expansion program in Canada. The new re- 
finery has a capacity of 20,000 barrels a day, 
supplying Ontario and Quebec with products 
ranging from bunker fuel and furnace oil to 
high-octane gasolene, liquified petroleum 
gases and kerosene for jet aircraft. 

As in Canada, Cities Service shares in the 
progress of many countries around the globe. 
Truly, the Cities Service Oil Company has a 
world-wide operation that backs every one of 
its dealers and distributors. 


Sonik anes te yam 
3 
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| Your Outlook Will be =| 
Bright as a Cities Service | 
Dealer or Distributor 


Never before has the outlook for 
Cities Service dealers and distribu- 
tors been more profitable. Never be- 
fore has Cities Service offered so 
much incentive, so much assistance 
to new dealers and distributors. 

If you’re interested in the full 
Cities Service story, write: Cities 
Service Oil Company, Sixty Wall 
Tower, New York 5, N. Y. 
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WEAVER LIFTS THAT CAN HANDLE ANY CAR! 
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Famous WEAVER twin POST’ LIFT 


Has never been obsoleted 
by changes in car design 


The newest and the oldest cars on the road can be 
handled with speed and ease with a Weaver EC-102 
Twin Post Lift. It adjusts to desired wheelbase in 
seconds . . . lifts cars at outer ends of front lower 
control arms for completely relaxed front end sus- 
pension. With a Weaver Twin Post Lift mechanics 
can work faster, more efficiently, service more cars in 
a shorter time. There are no rails to hamper under- 
chassis work. Weaver Twin Post Lifts are available 
for every type of station—four sizes, eight models to 


provide a full range of lifting capacities. Ask us for OLDER MODELS CAN BE MODERNIZED 
Bulletin NP 457 Any model Weaver Twin Post Lift, 
ulletin ° regardless of age, can be up-dated to 
handle current model cars with current 
production saddles and adjustable 
adapters, or conversion packages. 
Write us for details, giving lift model 

number and wheelbase capacity. 


ee ee ee a ee ee eo oe oe oe oo oe 


New WEAVER swiver 


SINGLE POST FRAME LIFT 


Requires minimum 
space—low in cost 


Acombination of compactnessand versatility SS 
at low cost makes the new Weaver Swivel 
Arm Single Post Frame Lift ideal for many 
service stations. Because of the flexibility 
of its design, any American or foreign car or 
light pick-up truck can be raised at the 
chassis pick-up points recommended by the 
vehicle manufacturer. Ke ot, 
Long-reach, reinforced lifting arms OF oe WEAVER MANUFACTURING COMPANY 
swivel from a narrow, one-piece all-welded SPRINGFIELD, ILL., U. S. A. 
center section of extra-strength solid steel. cree ane ueniny eoo 
They swing easily to under-chassis lifting 
points. Built-in, movable adapters can be INE—AND NO ONE BUILDS IT BETTER THAN WEAVER 


adjusted to four height positions. No SERVICE SHOP 
attachments are needed. EQUIPMENT 


Available in both full- or semi-hydraulic savecaetdetectetseeoce 
models. Write us for Bulletin NP 842. SINCE 1910 


Complete Weaver line includes: Twin Post* Lifts « Triple Post Lifts* « Frame Type, Roll-on and Free-Whee!l 
Single Post Lifts « Unit Lifts « Bumper Jacks « Car Washers « Wheel Alignment Equipment « Headlight 


Testers « Brake Testers » Wheel Balancing Equipment « Jacks « Wheel Dollies « and Air Compressors. 
(*Regstered Trademarks) 

















November, 1959 + NATIONAL PETROLEUM NEWS (To obtain more data on advertised products see page 138) 45 





ai ae a 
Wash-All Power-Sp 


The Fast, Efficient, Profitable Way 
to Wash Cars and Engines 


Car and engine washing need no longer be a tedious, virtually non-profit chore. Now you 
can turn it into a fast-turn-over steady source of high profits. With the new air-operated 
Lincoln WASH-ALL, it takes only 15 to 20 minutes to make a car showroom clean, or flush 
away heavy grease and grime deposits from engines. It's a real “while you wait’’ service 
for your customers. Ideal for cleaning engines before tune-up jobs... giving used car engines 
that “factory fresh’’ look...even washing oily service bay floors and service equipment. 


FREE OPERATING AIDS With Every Lincoln Unit... 


1. Oversize, heavy duty wash apron 3. Watertight carburetor cover 


2. Two sturdy, attractive fender covers 4. All-purpose merchandising sign 


Check These Operating and Profit-Making Features... 


(To obtain more data on advertised products see page 138) 


Operates off any standard compressor. 


Delivers powerful, uniform spray...no surge 
or pulsation. 


Uses only half as much air as competitive spray- 
wash units. 


Fits any standard 55 gal. drum. A.S.M.E. ap- 
proved pressure tank holds 6 gal., more than 
enough for a complete car or engine wash. 


Uses any car washing detergent. No special 
chemicals needed. 


Two spray nozzles: fan spray pattern for car 
washing, chisel pattern for engine cleaning. 

A complete, ready-to-use unit. No extra acces- 
sories to buy. 

Easy to maintain...only one moving part. No 
oiling necessary. Built to last indefinitely. All 
parts in contact with washing solution made of 
non-corrosive brass and plated steel. 


Plastic spray-tip on nozzle protects car finish. 


Drum Cover keeps dirt, rags, cigarettes, etc., 
from falling into drum. 
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THE NEW GILBARCO- 


44 inches LOW 
..@ new HIGH 


| In selling power 


All pumps are not alike! Here is another Gilbarco 
pump that leads the way in design. . . sets the pace in 
sales-making power. It’s the Gilbarco “44”— the lowest, 
most compact lightless pump of them all. Yet with this 
amazing low-height the “44” has a full 13’ 9” of hose 
reach. Because the dial faces are at the eye level of the 
driver, it gives you the utmost in readability. The “44” 
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is equipped with the same meter used in other Gilbarco 
pumps —the most widely used meter in the world. Write 
today for illustrated brochure 
showing other reasons why the 
Gilbarco “44” is your wisest 
gasoline pump investment for 


the present and the future. nae 6 Cae See 00. 


West Springfield, Mass. 
Toronto, Canada 
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NEW_THINKING 


THIS SALE 


‘ae a IN 
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TOTAL GALLONS 


PRICE PER GALLON 


(a) (6) (@ 


laat-lel-mehy 
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Lite is made easier for the man at the pump (and his 
customer, too)... by this improved Veeder-Root 
Computer that has more skills built into it. Look at these 
features: Faster, easier resetting with controlled reset 
cycle... Fewer parts for easier, faster maintenance 

... More protection for totalizers . .. Larger figures 
and improved lighting for easier reading. All these 
improvements are proof of Veeder-Root’s continuous 
effort to make the ‘‘Head for Figures’’ more easy 

to use and maintain. 


Watch for more news from Veeder-Root. .. where the 
objective of every working day is to help the gasoline 
pump industry render better, more dependable service. 
to service stations and their customers. 


VEEDER-ROOT INCORPORATED 


Hartford, Conn. * Greenville, S. C. 
Chicago * New York « Los Angeles 
San Francisco * Montreal 
Offices and Agents in Principal Cities 


VeevpeER-Roor 


“THE NAME THAT COUNTS” 


en 
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... all the ingredients for a profitable, one-stop lighting service 
—the part of the TBA picture that’s growing fastest of all! 


The number of headlamps on 
newer cars has doubled and there’s 
still plenty of standard 7" head- 
lamp business around as well. In 
both cases Tung-Sol Vision-Aid 
headlamps provide the kind of 
performance your customers can 
bank on in all kinds of traffic and 
weather. 


The number of miniatures has 
mushroomed, too... up to 48 on 
some of the fancier models. There’s 
a sturdy Tung-Sol miniature for 
every socket. Miniatures move 
even faster when they’re displayed 


in the handy, plastic Tung-Sol 
merchandisers. 


When it comes to servicing 
direction signals you’re in good 
stead, because only Tung-Sol pro- 
duces a full line for both passen- 
ger car and fleet use. 


Get yourself squarely in the 
lighting service profit picture. 
Tell your supplier you want the 
line that’s got ’em all... Tung- 
Sol! Automotive Products Divi- 
sion, Tung-Sol Electric Inc., 
Newark 4, N. J. 


¢s) TUNG-SOL 


HEADLAMPS + MINIATURE LAMPS * FLASHERS 
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Ask your supplier about new Tung-Sol 
Auto Lighting Rack. Stocks everything 
you need for one-stop lighting service. 
(24" x 32" x 8") 
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Steady lube customers are a constant source 
of extra service sales and profits! For more lube 
job “returns,” modernize your lube department 
with Alemite’s complete line of quality 
equipment. Alemite offers you this unmatched 
protection in writing: (1) a 27-month “Sealed-in 
Air Motor” warranty (2) a 12-month 
Equipment Warranty (3) a 12-month warranty 
on high-pressure hose. And wherever you 
are located, you can be sure of prompt 
maintenance and repair service from one of 
Alemite’s 484 service centers coast-to-coast! 
aab te Alemite—the lube 
equipment leader —for 
the superior service that 
brings customers back. 


Depend on Alemite Lube Equipment to Help 


BRING 
SERVICE 
CUSTOMERS 


Everything you need 
to handle more lube jobs faster: 


De Luxe Portable Equip- 
ment 
ity .. 
matching cabinets. For 100- or ice 


Visi-Drum Equipment Dis 
Feather-touch portabil plays your own lube brand 


. beautiful, easy-to-clean each unit, helps sell your serv 
Matched equipment clamps 
120-Ib. drums 


120-Ib. refinery drums on 


Wall Alemiter 
bricants directly from 120-lb 
drums to overhead reels. Finger 


Electronic Wheel Balancer 
Balances all sizes of wheels on 


Delivers lu 


the car. No attachments—never 
Does job in 


less than half an hour! 


touch operation . single air becomes obsolete 


line durable steel cabinet 


Overhead Hose Reels— “Super-H” High-Pressure 


Distinctive new design! Section- 
alized construction permits in- 
stallation of additional units. 
Reels are interchangeable. 


Pump — Powers both Wall 
Alemiters and portable units. 
Instant recovery — no pressure 
drop, no time lag. 


WRITE FOR COMPLETE CATALOG TODAY! 


ALEMITE 


Division 


oW STEWART- WARNER 


CORPORATION ees Dept. AS-119, 1850 Diversey Pkwy., Chicago 14, Ill. 
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SOCRACKIN 


a commercially proven hydrocracking process 


Today, in Richmond, California, the U.S. oil industry’s first commercial 
Isocracking” plant is in full-scale operation. 


Developed by California Research Corporation, the /socracking Process 
is proving out benefits in refinery economics long predicted for hydro- 
cracking. Under moderate processing conditions, /socracking gives better 
than 100 per cent yield of over-103-octane gasoline blending stock 
from refractory light distillates. 


Highly selective in its ability to make the gasoline molecules most in 
demand, /socracking permits direct manufacture of desirable blending 
stocks. It produces light isoparaffins in substantial volume. Moreover, 
it is a flexible process with a wide variety of refinery applications. 


The /socracking Process is offered under license by California Research 
Corporation, and pilot plant facilities are available for evaluation of 
feed stocks. We invite you to discuss Jsocracking with our engineers, 
at the Chicago API meeting, November 8-12. 


For complete details, write for brochure: 
California Research Corporation, 200 Bush St., San Francisco 20, Calif. 


Y 


CALIFORNIA RESEARCH CORPORATION 


A Standard Oil Company of California Subsidiary 


"Proprietary Name 
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£W I-R “VAPOR-FLO” MOTORPUMP 
HANDLES AIR or GASES... 


“VAPOR-FLO”’ 

IMPELLER 

The “Vapor-flo” Motorpump handles 

air or gases because it is designed with 

a, patented diverging impeller with 

oe vanes. Any air or gas passes 
ugh the pump without vapor binding. 


Complete data on the new I-R 
“Vapor-flo’’ is contained in 
Ingersoll-Rand’s latest catalog 
on Motorpumps for Gasoline or 
Fuel Oil Handling. Send for your 
copy today. 


Ingersoll-Rand ‘‘Vapor-flo”’ 
Motorpump with threaded connection. 
From 2 to 72 horsepower. 


FOR TRANSPORT UNLOADING 


On installations where vortexing or 
vaporizing of gasoline or fuel oil occurs, 
the new I-R “'Vapor-flo’’ Motorpump has 
the amazing ability to handle and 
discharge vapors—while continuing to 
pump liquid! 


EFFICIENT and ECONOMIC 


Exclusive ‘‘Vapor-flo’’ design gives you 
20% more efficiency over ordinary self- 
priming pumps, and you save 20% to 
30% in cost! ‘‘Vapor-flo” brings new 
efficiency to transport unloading by pro- 
viding faster, more economical handling. 


bate ersoll-Rand 


11 Broadway, New York 4, N.Y. 


9-964 
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...Mounted Back-to-Back...or On the End... 


Guardian 


9200 Series 


1 Biicastestom meynera rte 
Fluorescent Lap Coverelired pics 


FOR MORE LIGHT ANYWHERE YOU NEED IT! 





You'll save money, too —on initial cost, lower mainte- 
ce and operating costs. Get the facts in Bulletin B27 


a 
GUARDIAN Light-comrany 
OAK PARK, ILLINOIS 
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Advertising ... one of 10 vital links in 
building a successful jobber operation 





Advertising, supplied by the oil company 
behind the jobber, is one of many integral 
parts that must be linked together in 
order to establish a successful jobber oper- 
ation. As part of its jobber ADVERTISING 
service, Shell supplies jobbers with local 
advertising copy for all major media at no 
cost and then pays 50% of time-space 
costs on a co-op basis. 

Shell offers its jobbers many other out- 
standing benefits including: 
Finance—Shell will assist jobbers in financ- 
ing expansions and modernizations. 
Merchandising— ‘The Shell Jobber Rep- 


resentative and the Shell Retail and 


Merchandising Representatives keep the 
jobber and his organization abreast of the 
latest techniques in service station opera- 
tion and management. 


Training — Shell conducts Jobber Work- 
shop conferences and Retail Training 
schools in jobber marketing areas. 


Volume—Shell markets more than one- 
third of its total gasoline and over 70% of 
its fuel oils through jobber organizations. 
Stability—Shell, where legal, may give its 
jobbers exclusive territorial rights and the 
chance to extend contract length up to 
5 years. 


Consultation—Shell offers the help of com- 
petent real estate representatives, engi- 
neers specializing in construction and 
maintenance, and financial consultants. 


Product Acceptance—Shell, one of the 
country’s largest national advertisers, has 
top consumer acceptance. 


Flexibility—Shell has a pricing policy that 
is fair and competitive at all times. 


Research—Shell spends millions of dollars 
every year on research. Seven Shell re- 
search laboratories employ 2000 technical 
experts who constantly work to improve 
and expand the Shell product line. 


Shell jobbers enjoy these benefits and many more . . . reason enough for agreeing— 


IT PAYS TO BE A SHELL JOBBER 


—and the nearest Shell office will be glad to show you why 


(To obtain more data on advertised products see page 138) 


NATIONAL PETROLEUM NEWS * November, 1959 





CUT OPERATING COST IN 1/, win tHe NEW 


NOW. -- one fluorescent lamp projects as much 
light as two lamps in other fixtures. 


“CR’”’ (Controlled Refiectance) 








HERE IS WHAT THIS MEANS TO YOU. 


Whiteway’s new ‘‘CR"’ gives you the ultimate in vertical lighting . 
as MUCH LIGHT from ONE TUBE as other fixtures give with TWO! 
MORE PUNCH... MORE ECONOMY, plus many new architectural 
and electrical features you have been looking for. 


WHITEWAY MFG.CO. 1736 Dreman Ave., Cincinnati 23, O 


BRANCH OFFICES: CHICAGO, ILL., WAbash 2-4048 @ TULSA, OKLA., LUther 5-5955 e 
CINCINNATI, O., BRamble 1-2760 @ SAN JOSE, CALIF., ESsex 7-0308 @ MOUNTAIN 
LAKES, N. J., DEerfield 4-2566 ¢ DENVER, COLO., TAber 5-7205 @ KANSAS CITY, MO 
JAckson 3-1544 @ FT. LAUDERDALE, FLA., JAckson 3-4090 e DETROIT, MICH., VErmont 
5-8696 @ CLEVELAND, O., MAin 1-7151 


| 


The ULTIMATE in VERTICAL 
SURFACE LIGHTING! 


INTENSITY . . . 2 foot candles on 
face of building at 14 ft. 
INSTALLATION . . . fastens easily 
to either horizontal or vertical 
surfaces 

FRONT . . . of fixture flat for 
mounting lettering 

DOORS . . . supplied with or with- 
out clear Dupont Lucite doors 


LAMPS . . . POWER GROOVE... 
one per fixture with HO, etc., 
available 

DELIVERY . . . 90% of fixtures 
shipped same day order is re- 
ceived 


MIRROR FINISHED 
PARABOLIC REFLECTOR 





Look straight into the opening of 
Whiteway’s new “‘CR”’. 


Note the giant image of the 
SINGLE TUBE magnified to the 
FULL WIDTH of its reflector sur- 
face (14 inches) 


FREE CATALOG 
AND LIGHT CHARTS 


WHITEWAY MANUFACTURING CO. 
1 Dreman Ave., 
Cincinnati 23, Ohio 


COMPANY NAME 
ADDRESS 

CITY 

STATE 
ATTENTION: 
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% Sizes from 3 through 8 in. 


New leakproof, 
lightweight, 
inexpensive 
swing joints 


%* Straight, elbow, single or double types 
% Threaded, welded or grooved ends 
* Steel, stainless steel or aluminum 


%* Full flow area 


Type Q—Double swivel, elbow style, with welding tubing both ends. 


Durable joints of lightweight construction designed for long 
life and to operate under load without leaking. Fabricated 
from tubing, plate and stampings. Carefully welded and tested. 
Positive seal provided by “O” rings which are easily accessible 
if ever necessary to replace them. 

Special swing joints, with sharp radii or offset type con- 
struction, can be furnished at a slight extra cost. 

Write for complete details today. 


<—- 


Type C—Single swiv- 
el, elbow style, with 
welding tubing one 
endandfemalepipe 
thread other end. 


—_—> 


Type F—Single swivel, 
elbow style, with fe- 
male pipe thread 
one end and male 
pipe thread other 
end. 


SOME TYPICAL WEIGHTS OF OUR TYPE C SWING JOINTS 





Size (in.) Code No. Wt. (Ib.) 





A-3840-3 4.8 


Type Rn Strataht 
aye: with welding 
tubing both ends. 


A-3669-3 re 
A-3712-3 11.0 

















PHILADELPHIA VALVE COMPANY 
ARAMINGO AVENUE AND EAST TIOGA STREET, PHILADELPHIA 34, PA. 


DISTRIBUTORS 


NORTHEASTERN PETROLEUM SERVICE & SUPPLY, INC., 37 BROOKLEY ROAD, JAMAICA PLAIN 30, MASS. « OIL MARKETING EQUIPMENT 
COMPANY, 325 FREMONT STREET, SAN FRANCISCO 5,CALIF. e HOWARD SUPPLY COMPANY, 5125 SANTA FE AVENUE, LOS ANGELES 11, CALIF. 
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can a gasoline 


be better than 
its re ? 


» 


Highest octane! Cleanest burning! Quickest starting! 
Anti-rumble! Anti-knock! No wonder customers are confused! 
But there’s one thing you can be sure of: A gasoline is no 
better than its refinery. 
A good indication of the quality of a refinery and the gasoline 
it produces is its use of Universal processes, products and services. 
For more than forty years UOP scientists have been making 
important contributions to petroleum refining technology. 
Many of the most important processes in use today were 
originated, researched, developed and engineered by UOP. 
Furthermore, through its continuing technical and laboratory 
services UOP is helping refiners produce top-quality gasoline 
at economical cost. 
Your gasoline is only as good as its refinery. Make sure 
both are the best. 


UNIVERSAL OIL 
PRODUCTS COMPANY 


@ 30 Algonquin Road, 
Des Plaines, Illinois, U.S. A. 


More Than Forty Years Of Leadership 
In Petroleum Refining Technology 
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SENSATIONAL NEW 


Winter Profit-maker 


“PRESTONE” WINDSHIELD DE-ICER 


BRAND 


Melts ice 
quickly, easily... 
keeps windshield 
Patol 


A terrific impulse sales item! 


Take advantage of this ready-made market... 
order now... display prominently... make sales fast. 


ALSO INTRODUCING THESE “PRESTONE” PRODUCTS... 


Windshield Washer Rubber Lubricant — Carburetor And 

Anti-Freeze Concentrate TWN Metal Parts Cleaner 

Keeps windshield washers going : Simply mix this lubricant with FAWN For fast, easy cleaning of 

in freezing weather when mud water to make a custom blend automatic transmission parts, 

and slush spatter windshields. for every need. Speeds tire brakes, fuel pump, etc. Removes 

Cleans and de-ices. Protects mounts while special rust carbon deposits, oil, varnish, 

washer system from breakage inhibitor protects rims. Stops N f sludge and other residues. 

due to freezing. Won't harm rubber squeaks. Restores new —_— Special chemically treated seal 

car finishes. 2 life to all rubber accessories. aaa’ cuts down evaporation . . . pro- 
longs cleaner life, saves money. 


“Prestone’’ ‘“‘Eveready’’ and ‘‘Union Carbide"’ are registered trade-marks of Union Carbide Corporation 
UNION CARBIDE CONSUMER PRODUCTS COMPANY « Division of =] Corporation » 30 East 42nd Street, New York 17, N. Y. 
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@® FP-45 FRAME LIFT 


New swinging arm lift with QJ plus features 


PLUS FEATURE No. 1 PLUS FEATURE No. 2 PLUS FEATURE No. 3 PLUS FEATURE No. 4 


Three-step cast aluminum Swing-easy arm bearings Dependable Rotary Strong, all-welded 
pick-up pads with for fingertip jack systems . . . Airdraulic yoke construction for 
sure-grip contacts. positioning. or Full Hydraulic, maximum safety. 


He the finest swinging-arm lift yet designed. It offers 

complete flexibility to lift any make car with any type 
of frame construction . . . safely, quickly. Lateral, vertical 
and longitudinal pick-up adjustments are easily made because 
the swinging arms turn smoothly on lifetime bearings and 
the lightweight, strong cast aluminum pads slide on the arms 
and adjust to three heights. 

Flexibility of this pick-up system provides easy accessibility 
to undercar parts and safer, faster, more profitable service 
and repair work. Other features include two-position wheel 
spotting dish and handle for setting arm angle and pick-up 
pad position and height. 

Pivoting arms Get the complete facts on this new service station lift today. 
move in a wide arc Write for Catalog 138. 


to provide reach of 
etary FP-45 FRAME LIFT 


88” and spread of 92”. 
ROTARY LIFT COMPANY, Division of Dover Corporation 
‘ MEMPHIS I, TENN.—-CHATHAM, ONTARIO 


- First name in oil-hydraulic auto lifts—passenger and freight 
4x" above floor 6%” above floor 10%” above floor elevators—industrial lifting devices. 
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INTERNATIONAL 


COUPLINGS 


Engineered to give longer hose service 
and lower year-round coupling costs 


All International couplings offer built- 
in protection, preventing ‘‘one-point”’ 
strain from flexing. They provide posi- 
tive grip on both inside and outside of 
hose . . . are easy to install. 


International’s complete line makes it 
possible for you to select the design 
best suited to your needs—reattach- 
able or permanent. Either will give 
top performance and long service. 


Reattachable, 4” and 1” Permanent, 1” through 3” 
DUBL-GRIP RIB-LOX 


Reattachable, 1” through 4” 


Permanent, 34” and 1” 


SUPER-GRIP STREAM-FLO 


Reattachable or permanent, International couplings are engineered to give you 
longer service from hose—and lower year-round coupling costs. That’s why 
they’re specified by major hose manufacturers, year after year. 


For complete information on International couplings, write, wire or phone 


INTERNATIONAL COUPLINGS, INC. CLEVELAND, OHIO 


Division of The Gabriel Company 
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Anderson Fuel Cuts Operating Costs With More Efficient Equipment 


Anderson Fuel, Inc. of North Scituate, Mass., has recently 
completed an expansion program to improve service to their 
fuel oil customers. The program includes the installation of 
two new 10,000 gallon, above-ground storage tanks which 
brings their total capacity to 50,000 gallons, a new 2,250-gal- 
lon home-delivery truck and a 5,500 gallon over-the-road 
transport. 
The new home-delivery truck is equipped with a new 
2MIG Marlow Power-Take-Off Pump that doubles the de- 
livery rate of the old trucks. The performance of the Marlow- 
equipped truck is so efficient that Anderson now plans to 
equip three of their four old trucks with Marlows. The fourth 
truck will be retired and Anderson will still be able to service 
more customers, faster, at less cost! 
Anderson’s new over-the-road transport is also Marlow- 
equipped. It uses a Type “T” Engine Driven Pump that is 
mounted in a compartment of the truck to unload and strip This engine driven Type “T” Marlow self-primer unloads 
the transport in 20 minutes. Overall, according to the Ander- and strips Anderson Fuel’s 5,500 gallon over-the-road 
son people, the plant is now able to more than meet the transport in 20 minutes. 
competition of other companies in the area. 
If your problem is that of meeting tougher competition, | 
look to Marlow for your answer. Marlow builds a complete MARLOW PUMPS _ 
line of petroleum handling pumps for increasing the effi- DIVISION OF BELL & GOSSETT CO. 
ciency of bulk plants, home delivery trucks and transports. 
For details, see your Marlow dealer or write direct for 
Bulletin PM-06. Morton Grove, Illinois * Longview, Texas 


Midland Park, New Jersey 
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MASTER-CRAFTED BY 


(OLUMBIAN 


SINCE 1893 


The proven design of Columbian Round-Trippers gives you a finely balanced 
semi-trailer of greater inherent structural strength and consistently greater 
payload capacity than conventional elliptical semi-trailers of the same gross weight. 
It handles exceptionally well, empty, full or partly loaded. 


Columbian Round Trippers are available for any type of liquid hauling— 
petroleum products, chemicals, asphalt, etc. They can be built to your specifications 
in lightweight steel, stainless steel or aluminum. Steel units can double-profit 
by the addition of factory applied internal coatings compatible with chemicals 
or special products. 

Each Columbian Round-Tripper is individually designed to take full advantage 
of allowable state loading regulations and to conform in every respect to 
applicable ICC regulations. 


and Cylindrical Tank Designs... 
Columbian Builds Both! 


For further information on the Round-Tripper to suit your needs, send us 
your equipped tractor weight and dimensions, general tank specifications 
and materials you intend to haul, It is important to list the states in which 
your Round-Tripper will travel. 


a COLUMBIAN Steel Tank Company, P. 0. BOX 4048-1KANSAS CITY, MO. 


> 
We STEEL, Master-Crafted by Columbian... First for Lasting Strength 





Now! Handle tube valve replacement as easy as tubeless! 


CHEMICAL CURE .. . Heat, smoke or 


tricky vulcanizer no longer necessary. 
R FW ] IN STOCK NOW! Your supplier has all 
# these quality products. 

SE LF Now Schrader’s self-vulcanizing 
chemical cure is available on 
patches AND tire valves. Make re- 

vu L C AN [7] NG pairs quicker and easier. Specify 
Schrader tire valves with the RED 

cover for tire valve replacement. 

SC | F AD 4 e Use patches for tube or tubeless 
punctures. Easy to apply with the 

“miracle cure” #338 “Fix Flats.” 

TI Ri The Schrader “Fix-Flats” line of 

valves and patches are Multi-Ply 


... tested and approved ... modern 
money makers. 


the secret 
look for to the finest 
the red cover! cure 


———- 


@eeeeveveeeeewes eeeeveeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeee 4 eeeeeeveeeeeeee 


STANDARD TIRE VALVES NOW AVAILABLE SCHRADER SELF VULCANIZING PATCHES 
WITH CHEMICAL CURE FOR REPLACEMENT SERVICE REPAIR TUBE OR TUBELESS PUNCTURES .. . COLD! 


The following standard valve types you have Plenty of sizes and shapes to fix the 
been using for replacement on tubes are now great majority of all flats. Just pull ‘It oll | . 
prepared with chemical cure bases. Just specify off the cloth backing, spread Fil of your tube me oe 
the regular stock number from your standard Schrader self-vulcanizing fluid, and vehe asets wah ently two 
catalog listing of various sizes. (All can also be install like regular patch. Simplifies! ge es pms 
applied by hot plate vulcanizing if desired.) Saves time! Makes profit! Also use —— Order 990 combi- 
pre-buffing cleaning solution and vul- nation package. New 
pg ae nd a canizing stock to insure a better job. tubeless valve mounting 
i! 


: dds 


No. 413R No. 54 No. 36806 No. 3680€ 


Tractor Hand-bendable Hand-bendable Truck and Bus 7 No. 992 Tubeless Tire 
Valves Truck Valves Tractor Valves Convertible Valves 9° Valve Mounting Tool 
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A. SCHRADER’S SON, BROOKLYN 38, N. Y. 
Division of Scovill Manufacturing Company, Incorporated 


FIRST NAME IN TIRE VALVES 
Se FOR ORIGINAL EQUIPMENT AND REPLACEMENT 


Made in America to American Standards of Quality 
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To clean up 
in 
new aerosol markets... 
Count on Crown 


New in the field and cleaning up large profits: a cleaner espe- 
cially developed for white sidewalls and packaged in a Crown 
Spra-tainer. Crown, leading pioneer in aerosol containers, is 
well-equipped to help you take advantage of the ready-made 
popularity of aerosol-packed products. Crown is your only 
source for both seamless and fabricated containers for aerosols 


and many other types of cans. 


NOW 


for cans + crowns + closures + machinery 


CROWN CORK & SEAL COMPANY, INC., 9300 Ashton Road, Philadelphia 36, Pa. 
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EASY NEW WAY TO STOCK, STACK AND SELL 
THE 32 MOST POPULAR AUTO BULB TYPES! 


WESTINGHOUSE 




















Here’s the kind of package service station 
men have been asking for to make stocking 
and selling auto bulbs as easy as selling gasoline! Each 
Westinghouse SEE-THRU package holds 10 bulbs in a 
tough, transparent plastic ‘‘bubble” pack for fast identifi- 
cation and maximum protection. Westinghouse SEE- 
THRU PACKS take far less shelf space—or can even be 
hung on a rack, if it’s more convenient. 





Remind your station attendants to check 
the lights on every car they service. According to the 
latest figures, 4 out of every 10 cars on the road have one or 
more bulbs that need replacement. Your stations can pick 
up extra profits easily by calling customers’ attention to 
their burned-out bulbs and replacing them from the 32 
most often used types available in SEE-THRU PACKS. 
Contact your Westinghouse representative for full details! 


Sen more bulbs more iii ett easy, practical way! 








. Moided-on “buttons” keep OR HANG ON RACK... 


If it's more convenient, 


STACK ON 

each pack flat in the stack, without danger 
of leaning or toppling. Clearly numbered tab 
identifies any bulb type at a glance. 


NO DANGER OF BREAKAGE. Tough, transparent 
plastic ‘‘bubbles”’ protect bulbs from break- 
age—cushioned against shock even if you 
accidentally drop the package! Bulbs stay 
clean and fresh-looking longer, too! 


November, 1959 + NAT! 


‘AL PETROLEUM 


hang new SEE-THRU PACKS on pegboard 
racks. Code number in upper right-hand cor- 
ner helps locate proper pack instantly. 


SIMPLIFY INVENTORY. Stations need never run 
short of bulbs again! The clear plastic SEE- 
THRU PACK tells at a glance when lamps are 
running short. Service men can check their 


_ entire stock in minutes! 


NEWS 


cover slides open, ae as ma 


as are needed. Back of card tells a 
candlepower, suggested 


iF ITS 


Westinghouse 


S 
3 Westinghouse Lamp Division 


pat Bloomfield, N. J 


YOu CAN BE SURE... 


(To obtain more data on advertised products see page 138) 
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HIGHER CAPACITIES 


UER ACCURACY 
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with AVONCRAFT 
“Package” stations, yes... pro- 
duced in quantity at a saving — 
but engineering makes their de- 
sign versatile and flexible, even 
on tough designs. Note how dis- 
tinctive these stations are... 


SHELL... with its sculptured, 
tall red pylon, lighted at night. 


MAGNOLIA ... with its wide, 
sleek canopy providing a big 
shady area. 


ASHLAND...with a neat com- 
pact look and narrow overhang. 


AVONCRAFT can design to your 
needs. Write today for our full- 
color brochure showing more of 
Avoncraft's custom service sta- 
tion designs. 


AVON DALE MARINE WAYS, INC. 


AVONCRAF'T ovivision 


P.O. BOX 1030 e PHONE UNiversity 6-4561 e¢ NEW ORLEANS 8, U.S.A. 
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COMPACT N Model 
for modern fuel handling 


New Mack Model N COE’s com- 
bine outstanding reliability—a must 
where home fuel oil deliveries are 
concerned—with every feature 
needed for economy, bonus payloads 
and fast action in and out of con- 
gested areas. 

Here’s a truck specially designed 
to handle your kind of work... to 
give unmatched performance and 
traditional Mack reliability 
throughout its fantastically long 
prime of life. Here’s a truck whose 
styling helps build your business 
prestige wherever it’s seen . . . that’s 
packed with features that make it 
the choice of dollar-conscious fuel 
oil dealers throughout the nation. 


Only the Mack Model N COE’s 
give you all these job-tested fea- 
tures: Choice of Mack engines— 
gasoline, diesel or turbocharged 
diesel—from 150 to 205 hp... 
Mack-built cab with tilt-cab action 
for full engine accessibility . . . truck 
and tractor models...low step 
height for easy entry-exit—flat cab 
floor available on models where both 
right and left side entry is desirable 
... panoramic, wrap-around wind- 
shields . . . advanced Mack steering 
systems for utmost maneuverability 
. .. air-boosted hydraulic clutch... 
choice of Mack transmissions, 
brakes, frames and suspensions. . . 
4- or 6-wheel models with option 


MACKS 


of famous Mack Balanced Bogie. 
For the names of firms that are 
already cashing in on the advanced 
profit-power Mack Model N’s, con- 
tact your Mack branch or distrib- 
utor. Mack Trucks, Inc., Plainfield, 
N. J. In Canada: Mack Trucks of 
Canada, Ltd., Toronto, Ontario. 


7198 


MAC K 


FIRST NAME FOR 


TRUCKS 
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Our new 20-minute color motion picture, “The Sign of 
PLEXIGLAS”’ is now available for you and your marketing 
staff to see. It shows scores of successful PLEXIGLAS® signs 
—on location, where they are giving sales a real boost. 


Sales go up where PLEXIGLAs signs go up. This is the big 
reason why large and small companies alike are spearhead- Chemicals for Industry 
ing their advertising and merchandising programs with rd 
colorful, modern signs of PLexiGLas acrylic plastic. ROHR ££ HAA® 
PLexicLas makes possible fresh new designs. . . insures 
COMPANY 


superior legibility day and night... resists breakage and 
weather . . . keeps maintenance costs low. WASHINGTON SQUARE, PHILADELPHIA 5, PA. 


If you would like to see “The Sign of PLexicias” when 
we show it in your area, just write us on your company 1m Egnada: Rohm & Haas Company of Canada, Ltd 
letterhead. West Hill, Ontario 
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WAYNE MODEL 400 


Low silhouette... only 48” high. Low original cost... 
low installation cost. Equipped with Wayne micro- 
accurate meter and long life solo pumping unit. Easy 
visibility of wide dial face utilizes overhead station 
lighting at night. 





ENGINEERED 


STYLED 


BUILT 











WAYNE MODEL 605 


Reveloped for minimum maintenance, maximum 
accessibility and unsurpassed service. Weather defy- 
ing finishes. Smoother, quieter operation of meter and 
exclusive solo pumping unit. New easy to read dial 
face and computer design. 











Whatever your station needs . . . single or multi- 
pump... regular height or low silhouette pumps 
«.. remote systems or direct pumping... even the 
revolutionary new merchandising idea of blend- 
- oO FY S cal Fe V i C = ing at the island . . . Wayne has the pump 


"Station-engineered” to meet your requirements. 


Every Wayne Pump has been built to provide un- 
surpassed long service. Every Wayne design has 
oa O Fe Sy A L nal a been developed for eye-appeal that attracts cus- 
tomers. That’s why Wayne Pumps are the choice 
of stations across the nation ... why they are 


years ahead. Write for complete data to Wayne 
Pump Company, Division of Symington Wayne 


Corp., Salisbury, Md. or Wayne Pump Canada, 
Fe Oo re E N D U fd A N C E Limited, Toronto, Ontario 














WAYNE MODEL 605 WAYNE MODEL 420 


DUO PUMP Low silhovette pump that has individual fluorescent 
lighting over dial face . . . outstanding visibility day 
or night. Equipped with solo pumping unit and 
Wayne's exclusive 2 cylinder, smoother acting meter. 


Two pump outlets in space of one . . . speeds island 
service, allows extra space for island displays. Avail- 
able with dual outlets for dispensing single product 
... or dual outlets dispensing two different products. 
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DARD — 


CAA A A 
C / that’s more than skin deep is one very 
practical reason why LUSTERLITE Buildings are good investments. 





You see, LUSTERLITE Stations are porcelain enameled steel 
— inside and out. You save all the cost of paint maintenance — interior 
as well as exterior. And you get a durable, attractive building...which 
can be moved if traffic patterns shift. 

So get the real thing— beauty that’s more than skin deep— 
with LUSTERLITE Porcelain Enameled Service Stations. 


CHICAGO VITREOUS CORPORATION « CICERO 50, ILLINOIS 
A DIVISION OF THE EAGLE-PICHER COMPANY 


LUSTERLIT 





PORCELAIN ENAMELED SERVICE STATIONS 








BUY THEM 
Most People Do 


EVER-TITE COUPLING CO. INC., 254 WEST 54th STREET, NEW YORK \9, IN. 
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Ahead of the News 


IN WASHINGTON 





Antitrust Tide—aAntitrust feelings are running high. 
They stem in large part from the recent spate of mergers 
and acquisitions. Oil is a major target. Two current 
signposts: 

e Antitrust law enforcement activity in the U. S. is 
the greatest in history, Texas attorney general Will 
Wilson told the National Attorneys General Conference 
last month. Moreover, several states plan to strengthen 
their antitrust statutes and step up enforcement, he says. 
As for the oil industry, “the feeling is that oil-company 
centralization has gone on till it is time to call a halt 
if we are to preserve a competitive system,” Wilson adds. 

e@ Indiana Independent Petroleum Assn. has unan- 
imously adopted a report by Dr. Charles Hewitt, Indiana 
University business-school professor, that has antitrust 
overtones. Hewitt says, “The present merger and ac- 
quisitions trend and the trend toward controlled outlets 
would imply that the branded jobbers of the future, and 
perhaps even the private-brand, will tend to become 
semi-integrated retail branches of their suppliers. If so, 
the public is likely to become the loser. The evidence 
indicates that jobbers, both branded and private-brand- 
ed, have been the main competitive and motivating 
factors in the marketing level of the industry.” 


Fuel-Tax Vigilantes—A big fight is shaping up already 
over the new 1¢ gal. increase in the federal gasoline tax 
scheduled to expire June 30, 1961. L. W. Moore, 
American Oil president, has urged the industry to start 
now getting ready for the battle “to keep the temporary 
tax temporary.” The American Automobile Assn. has 
served notice it won’t let Congress forget. 


Divorcement Talk—Discussion of marketing divorce- 
ment is heating up again. Rep. Roosevelt (D., Calif.) 
says he’s still considering it after a new survey that shows 
the plight of the small businessman the same as, or worse 
than, in 1957. Indiana jobbers, split over the issue, have 
elected pro-divorcement jobber Arnold Jones president. 
Nebraska jobbers have adopted a pro-divorcement res- 
olution to present at NOJC this month. Meanwhile, a 
group of oil lawyers are preparing a report on possible 
effects of divorcement, but it won’t be ready for some 
time. 
(For both sides of the issue, see page 91.) 
® 


Tax Collection Outlook—There’s still work to be done 
before the change in federal gasoline tax collection level 
becomes effective Jan. 1. Bonding requirements must 
be worked out; National Oil Jobbers Council will confer 
with federal officials on that. NOJC counsel Otis Ellis 
says if 10,000 jobbers use the plan, they’ll save $6-$8- 
million a year. But it may be inconvenient for small job- 
bers because of the bonding. A top major executive 
doubts more than 4% of jobbers will benefit. 
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Boom and Bust Coming?—A roaring business boom 
is in the cards for 1960, says McGraw-Hill’s economics 
department. But wait. This kind of boom is not the 
kind that lasts. It’s based largely on a comeback from 
the steel strike. So look for a recession in 1961, adds 
McGraw-Hill. The more excessive the 1960 boom, the 
worse the 1961 letdown. 

* 
‘Superstation’ Experiment Spreads—Look for an- 
other major oil company to start a “superstation” test 
program before the end of the year, this one in the 
South. The object is to replace a handful of conven- 
tional, low- or modest-gallonage stations in a com- 
munity with a large station geared for large gallonage. 
This would be in the spirit of Standard of Indiana’s 
plan in the Midwest (see page 85). 

= 


Sohio-Leonard Merger—Standard Oil Co. (Ohio), 
long eager to break out of its one-state market, will do 
so through a merger with Leonard Refineries, big 
Michigan independent. Leonard, based in Alma, Mich., 
has three refineries, almost 300 service stations, over 
100 secondary outlets. Annual sales are over $50- 
million; Sohio’s approximately $375-million. Sohio will 
exchange one share of stock for each 3.45 shares of 
Leonard’s, if stockholders approve the merger Dec. 10. 
a 

Cost-Cutter—Holding the line on station costs can 
be achieved with prefabrication or unitized construc- 
tion, says Indiana Standard operations chief R. A. 
Niles. It’s a matter of minimizing on-the-job cost and 
of coordinating volume, automation, and logistics, Niles 
told the API operations engineering committee. (For 
more on prefabs, see page 133). 


Heating Oil Data—Ethyl Corp. plans to report 
monthly heating oil consumption by states, as it now 
does on gasoline. There may be a dry run this season, 
with a pilot report tentatively set for spring, 1960. 

a 
What ‘Gas’ for Compacts?—The new compact cars 
are designed to operate on regular-grade gasoline, but 
not just any old regular-grade, preliminary investiga- 
tions show. Their needs range from 89 to 94 research 
octane numbers. Corvair: 94 with manual transmission 
and 92 with automatic. Falcon: also 94 and 92. Valiant: 
91 and 89. 

* 


Mobil to Enter Puerto Rico—Mobil International Oil 
Co. is entering the gasoline market in Puerto Rico by 
mid-December. Mobil Oil Caribe, based at San Juan, 
plans eventually to build a network of ultramodern 
service stations featuring V-shaped canopies (see page 
124). 
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Ahead of the News 


New Credit Card for Gulf—Gulf Oil is switching to 
new credit cards and imprinters by next March. With 
a customer’s embossed, coded, plastic credit card, the 
imprinter will mechanically write all the customer in- 
formation plus station name and address, the date 
and the total money amount of each sale. The encoded 
data (customer account number and amount of sale) 
appearing on the imprinted sales invoice is immediately 
ready for automatic entry into the accounting system. 
(Sohio is trying out a similar system next year, see 
page 31). 





New Twist—State employes in Oklahoma will be re- 
quired to buy all their gasoline and oil from one of three 
companies—Sinclair, Knox Oil, or Quality Oil—at 2¢- 
6¢ below market, under terms of a new supply contract 
for state-owned vehicles. 

« 


Sign Bans Opposed—Restrictive sign ordinances are 
“spreading like brushfire,” Says Robert A. Niles, Indiana 
Standard operations manager. As chairman of API’s 
operations and engineering committee, Niles is alerting 
marketing executives to the gravity of the situation in 
hope something can be done about it. The ordinances, 
particularly one requiring 20-ft. setback, are regarded 
as one of the most serious threats to service-station 
retailing today. 
e 
Four-Grade Private Brand—Walt Simas, free-wheel- 


ing private brander of Oakland, Calif., is opening this 
month an outlet offering four grades of gasoline: sub- 
regular, regular, premium and superpremium. Islands, 
equipped with 20 mail-box-type pumps will be used 
for gasoline dispensing only. Self-service facilities at 
rear of station include hoist. 

* 


Ad Tab—Oil’s 1959 advertising bill will total $90.5- 
million in four media, estimates Television Bureau of 
Advertising. Breakdown: newspapers, 28.6-million; 
magazines, $12.2-million; outdoor, $19.2-million; TV, 
$30.5-million (radio figures not available). 

® 


Refinery for Florida?—Florida’s first oil refinery may 
be built soon near Jacksonville by Florida Oil & Refin- 
ing Co., a newly formed subsidiary of Frontier Refining 
Co., Denver. Construction will not be started until 
Frontier has “licked the economic supply problem.” 
The 10,000-b/d plant would produce gasoline, butane, 
propane, jet fuel, heating oils, bunker fuel and possibly 
asphalt. 
* 


Long-Distance Automation—Champlin Refining, for 
one, has shown that refineries can be operated auto- 
matically from distant control centers. It’s controlling 
operations of its Enid, Okla., refinery from a Remington 
Rand Univac service center located 300 miles away on 
the Southern Methodist University campus in Dallas. 
The operation is temporary, though, awaiting com- 
pletion of a Univac computer in Enid. 


16 


Expand Demand—Look for establishment of an ex- 
pand-demand next year, with a full-time sec- 
retary. It'll probably be organized under the aegis of 
the American Petroleum Institute. A special API study 
group has amassed so much information on the subject, 
industry leaders feel it’s become too big for a study 
group to do justice to. Harry Moir, Pure’s marketing 
vice president, who sparked the project, reports on it 
at the annual API meeting in Chicago. 
e 


Sales Time Study—How salesmen spend their time 
is concerning more marketing officials, as emphasis 
on efficiency grows greater. DX found 20% of sales 
time was spent on direct selling, the rest on service, 
counseling, waiting, and paperwork. Another major 
thinks too much time may be spent on TBA in relation 
to total sales volume, and is investigating. 
« 


Aluminum Stations—An Eastern major oil company 
has placed an order for a pair of prefabricated service 
stations with aluminum exterior facing. The experi- 
mental units are expected to be in operation within 
a few months. 

* 


New Station Rental Plan—One supplier is reportedly 
experimenting with a new system of figuring station 
rentals in the Dallas-Fort Worth area. Dealers say the 
company is basing rentals on a station’s gross business 
rather than on gallonage. One dealer says rental runs 
about 17% of gross. He also reports some dealer 
resentment based on the belief the company “is just 
using this as an excuse to look at the dealers’ books.” 
* 


Lube Static—Many new automotive handbooks have 
complicated lube recommendations and will leave plenty 
of opportunity for a skillful pitch by service-station 
attendants. Sample (from Corvair’s manual): “. . . 
Every 4,000 miles, under normal operating conditions, 
drain and refill the crankcase. Adverse driving con- 
ditions, such as extreme dust conditions or short winter 
driving (less than 1,000 miles per month) Makes it 
advisable to change oil every month. Similar dusty or 
short trips in the summer make it advisable to change 
oil every two months.” 
* 


Gasoline-Tax Awareness—Motorists will know what 
the tax bite is when they get their credit-card bills 
from one major oil company. Plans call for putting 
on the front of the envelope in red ink the percentage 
of the total bill that taxes represent. State tax rates 
will be put on the back. The new bills should be ready 
in about six months. 
® 


Fuel Cell—“Some imaginative research people look 
forward to the day when they might use their present 
heating-oil tanks to feed a fuel cell instead of a furnace 


‘and generate thereby all the electrical power needed,” 


W. J. Sweeney, Esso Research & Engineering, told the 
National Petroleum Assn. But development of such a 
cell “is going to be a long, tedious job,” he adds. 
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Petroleum Indicators 








STOCKS 
MILLIONS OF BBLS. 
240 


NPN PRICE AVERAGES* 
Refinery/Terminal 


(¢ per gal.) 
Oct. Sept. Oct. 
1959 1959 1958 

Gasoline 


(regular) 11.56 11.69 11.72 
Kerosine 10.75 10.70 11.04 
Distillate 8.68 8.58 9.53 
Residual 445 445 4.47 
4 principal 

products 8.95 9.00 9.18 
Lube oil 22.13 22.05 21.53 
Crude at well 

($ per bbl.) 2.84 2.84 3.02 








MRI EMSA {tae TS eoeee wok 
*Weighted average price, principal 

RESIDUAL markets. Crude prices middle of 

r month, not monthly average. 

: tThrough Oct, 16. 
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MONTHLY PETROLEUM STATISTICS 


Primary stocks (Last Day) Oct. 1959* Sept. 1959 Oct. 1958 
Finished and unfinished guecsng ace bOL he. x 177,613 177,297 170,120 
Kerosine (thous. bbl.) . 32,814 32,227 31,877 
Distillate fuel oil (thous. ‘bbL) 177,670 173,664 164,686 
Residual fuel oil (thous. bbl.) , 59,040 59,488 67,045 
Crude oil—B. of M. (thous. bbl.) ...............-....... 250,923 251,046 255,345 

Refinery Activity 
Crude runs to stills (thous. bbl. daily) .. 7,672 7,930 7,700 
Foreign crude included (thous. bbl. daily) 1,014 1,008 954 
% of refinery capacity operated 79.0 84.8 82.4 

Refinery Output 
oom CURORR Woes GE: bk as os ee bee es 3,704 3,929 3,900 
Kerosine (thous. bbl. daily) ... te 266 270 315 
Distillate fuel oil (thous. bbl. daily) 1,682 1,666 1,818 
Residual fuel oil (thous. bbl. daily) 745 836 959 

Crude Supply 
+U. S. crude oil production (thous. bbl. daily) 6,815 6,824 6,978 
Crude oil imports (thous. bbl. daily) .. i 989 1,081 932 


*Through Oct. 9. 
tAlaska included in 1959, not 1958. 
Source of Data: API Weekly Reports, except 1958, Bureau of Mines. 


MONTHLY MARKET TRENDS 


Latest Month 
*Exports of crude and refined products (thous. bbl.) 7,438 (July) 
Average station gasoline price, ex tax (¢ per gal.) : 21.37 (Oct.) 
Service station sales—all commodities ($-million) 1,495 (Aug.) 
+Gasoline consumption (million gal.) 5,724 (July) 
Passenger cars—domestic shipments (thous. ) 253 (Aug.) 
Trucks and buses—domestic shipments (thous.) 48 (Aug.) 
Passenger car replacement tire shipments (thous.) .... 5,721 (Aug.) 
Replacement battery shipments (thous. ) . 2,557 (July) 
COE Bernie sient CEROOR ooo kk Sheek oe ee 54 (July) 


*Alaska included in 1959, not 1958. 
tExcludes Alaska. 
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Supply and Demand 


No. 2 Oil: Highest Sales Year 


Distillate stocks nationwide are 
greater than they were last year 





ORE NO. 2 HEATING OIL will be sold this 

winter than ever before. With normal tempera- 
tures, consumption of No. 2 oil in 1959 may 
reach 350-million bbl., about half the total distil- 
late fuel oil sold for all uses. 

No. 2 oil is fast becoming a standard fuel for 
gun-type burners. More of it is sold than of all 
heating oil, including residual fuels. In 1958, 324,- 
957,000 bbl. of No. 2 were consumed, the Bureau 
of Mines reported. Sales of kerosine (range oil), 
Nos. 1, 3 and 4 distillate oils, and residual fuels 
for space heating totaled 237,863,000 bbl. 

Growth in sales of distillate heating oil in the 
past eight years has been almost entirely in No. 2. 
Sales of this product alone increased nearly 80% 
from 1951 to 1958. By contrast, consumption of 
kerosine (used for heating) and the other three 
types of distillate fuel grew only 4.5% in the same 
period, from 156,215,000 bbl. in 1951 to 163,- 
488,000 bbl. in 1958. 

Total sales of all distillate fuels for heating (in- 
cluding kerosine) increased about 45%, from 336,- 
381,000 bbl. in 1951 to 488,445,000 bbl. in 1958 
(see chart). 

The properties of No. 2 oil sold in the Eastern 
and Central regions, where the largest quantities 
of heating oil are consumed, are shown in Table 1. 

As the winter starts, stocks of all distillate fuel 
oils at U. S. refineries are higher than they were a 
year ago. 

Almost all the surplus stocks are in the East 
Coast and Gulf Coast refining districts. Combined 
inventories there were 96,271,000 bbl. Oct. 2, 
nearly 21% larger than on Oct. 3, 1958 (See Table 
2). Partly offsetting the 16,519,000 bbl. additional 
stocks in these two districts, oil imports in the last 
quarter are likely to be less because of quotas. 

The principal sales area served by the East and 
Gulf Coast refineries includes the Atlantic Coast, 


Annual U.S. Sales of Distillate 
Heating Oils, Kerosine (Range Oil) 
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New England, New York, Pennsylvania, Virginia 
and West Virginia. Sales of all grades of distillate 
heating oils in this area in 1958 were 250,359,- 
000 bbl., nearly 60% of total U.S. sales. Growth 
in heating-oil consumption in this area since 1951 
has been about 68% while that in the entire U.S. 
in the same period has been 59%. 

In the Central region, from Ohio to the plains 
states, including Oklahoma and Kansas, refinery 
inventories of distillate fuel oils Oct. 2 were almost 
the same as a year ago. For all inland districts, in- 
creases in stocks have been small. 

The Central region is the second largest user of 
distillate heating oils in the U.S. Consumption was. 
120,274,000 bbl. in 1958. Gain in sales since 1951 
has been 66%. 

The competition of natural gas shows up most 
strongly in the West Coast area. Sales of 19,602,- 
000 bbl. there in 1958 were less than 8% greater 
than in 1951. LJ 





Table 1. Properties of Average 
No. 2 Oil, 1958 


Eastern Central 
Region Region 
Gravity, deg. API 35.3 34.8 
Flash point, deg. F. 131-206 136-225 
Viscosity, Kin. at 100 
deg F., cs. 2.57 2.51 
Sulfur, wt.% 0.273 0.310 
Carbon residue 
Ramsbottom, % 0.121 0.135 
Distillation, deg. F. 
Init. boil. pt. 364 359 
0% 427 424 
50% 499 498 
90% 582 575 
Final boil. pt. 632 625 


Property 











Table 2. Distillate Inventories 
(000 bbi.) 


Refinery Oct. 2, Oct. 3, Volume Per cent 
District 1959 1958 Change Change 
East Coast 68,304 55,992 
Gulf Coast 27,967 23,760 
Total 96,271 79,752 
North Central 36,909 36,750 
Okla.-Kans.-Mo. 12,669 13,081 
Rocky Mt. 3,040 3,149 
Other Inland 10,227 9,697 
Total Inland 62,845 62,677 
Total east of 
West Coast 159,116 142,429 +16,687 
West Coast 15,053 14,099 + 954 
Total U.S. 174,169 156,528 -+-17,641 
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SSre ton miles with less downtime 


If trucks are the tools of your business, profitable operation depends on your 
choice of the right trucks for your job. In the new Brockway Huskie, every 
major part is specifically selected to fit your exact requirements. It is your 
assurance of custom-built efficiency and economy that no mass-produced truck 
can equal. Call your Brockwoy representative. Let him show you how Brockway 
can point your way to higher profits. 


A few of the NEW 
Brockway Huskie features: 


@ Wider choice of power—gasoline or 
diesel @ Larger cooling capacity 

@ improved power steering @ All steel 
Safety-View cab @ Dual headlights 

@ Step-Aside fenders @ Easy-Access 
maintenance 











_—————"T ving Legend 


of the Highway for more 
than 45 ye 


Division of Mack Truc ; 





ETHYL ANNOUNCES A NEW 


“Motor 33 Mix’ an important forward step 
in improving 
antiknock cost effectiveness 


What is it? After years of exhaustive research 
in the antiknock field, Ethyl introduces to the petro- 
leum industry “Ethyl” Antiknock Compound -TEL- 
Motor 33 Mix. 


This new Motor 33 Mix is an improved and pat- 
ented formulation incorporating manganese with 
tetraethyllead, and is the first major advance in anti- 
knock chemistry since Ethyl introduced tetraethyllead. 


What does it do? This new development 
will provide many benefits to both the refiner and the 
motorist. 


1. 33 Mix makes possible a higher antiknock quality 
than with present antiknock compounds at the same 
concentrations. 


2. 33 Mix improves gasoline’s response to TEL mak- 
ing possible octane improvement at lower cost. The 
charts to the right show this cost effectiveness. 


3. 33 Mix provides extra dimension in refining flex- 
ibility. 
¢ 33 Mix permits greater use of natural gasoline or 
virgin light naphtha, economically improving 
road antiknock performance. 
¢ 33 Mix offers refiners an opportunity to review 
future plans and delay or eliminate purchase of 
refining equipment for octane improvement. 
¢ 33 Mix may enable refiners to reduce the amount 
of aromatics in gasoline through less severe cata- 
lytic reforming. This produces better road per- 
formance and increases gasoline yield. 


How does it work? In Ethyl’s new anti- 
knock compound, there is a small quantity of man- 
ganese (.05 gram/milliliter of TEL) that has a “pro- 
moter” effect on tetraethyllead. This ‘“‘promoter” 


80 (To obtain more data on advertised products see page 138) 


effect increases with increasing TEL concentration. 
It varies with the hydrocarbon composition of the 
gasoline and, therefore, will vary with the refining sit- 
uation. This suggests the possibility of selective blend- 
ing and refining to take advantage of the economics 
of this new antiknock compound. 


The most dramatic demonstration of this “pro- 
moter” action can be seen in alkylates and gasolines 
containing a high percentage of isoparaffins. Note on 
the charts that fuels showing good response to TEL 
show excellent response to Motor 33 Mix. 


How has it been tested? Before an- 
nouncing 33 Mix, Ethyl spent several years subject- 
ing this new development to tests in 3 basic areas— 
in the laboratory, on the road and in trial markets. 
Here are some of the tests 33 Mix underwent: 


1. Laboratory Tested—over 100,000 hours of dyna- 
mometer laboratory testing with both single and 
multicylinder engines, to determine its suitability in 
engines. In addition, 10,000 road ratings were made 
to establish its effectiveness in various gasolines. 


2. Road Tested—more than 7,000,000 vehicle miles 
in passenger car test fleets. In addition, employee- 
owned automobiles ran up another 1,500,000 miles 
of testing. No problems of any magnitude were en- 
countered. 


3. Market Tested—thirty-one companies, both large 
and small, participated in actual trial marketing tests 
for six months. Over 125,000,000 gallons of treated 
gasoline were sold to the public across the country 
with highly satisfactory results. 


Further details: For complete details on how 
33 Mix can be most advantageously applied to your 
refining situation, call your Ethyl Representative. 
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ANTIKNOCK COMPOUND 





PREMIUM GASOLINE WITH GOOD ANTIKNOCK RESPONSE 
Sensitivity 8.8 + Aromatics 25% 


104 


r 
wk 


| “MOTOR 33 MIX” 
100 }- 


PRESENT MOTOR MIX 


RESEARCH OCTANE NUMBER 


oe ee ee ee 
1.0 2.0 3.0 4.0 


TEL, ML’ GAL 


1. The octane improvement costs for the additional octane 
gained by using Motor 33 Mix are 4.2¢/RONB at the 2 ml 
TEL level and 4.0¢/RONB at the 3 ml TEL level in the 
octane range from 98 to 103 RON. Cost figures are very 
favorable since average processing cost for premium gas- 
oline is about 12¢/RONB. 


PREMIUM GASOLINE WITH AVERAGE ANTIKNOCK RESPONSE 
Sensitivity 9.1 - Aromatics 25% 
104 + -— ~~ 


102 L 


“MOTOR 33 MIX” 


PRESENT MOTOR MIX 


RESEARCH OCTANE NUMBER 





| 


Sihasesanmeinedl 


3.0 4.0 
TEL, ML GAL 


2. Octane improvement costs in this case represent a more 
typical premium fuel. Antiknock improvement with 33 
Mix costs 8.8¢/RONB and 8.7¢/RONB at the 2 and 3 
ml/ gal TEL levels respectively—and this in the octane range 
from 98 to 100. Again, very attractive figures when com- 
pared to processing improvement costs. 








REGULAR GASOLINE WITH GOOD ANTIKNOCK RESPONSE 
Sensitivity 2.8 - Aromatics 11% 
98 eT . 


“MOTOR 33 MIX” 





RESEARCH OCTANE NUMBER 


| 
2.0 3.0 
TEL, ML GAL 


3. This is a case of regular gasoline with very good anti- 
knock response, typical of premium or regular gasolines 
with low sensitivity. Antiknock improvement gained by 
using the new compound is extremely low cost: 2.9¢ /RONB 
at the | ml TEL level and only 1.5¢/RONB at the 3 ml 
TEL level—a favorable comparison with average cost by 
processing for regular gasoline of 5¢/RONB. 











REGULAR GASOLINE WITH AVERAGE ANTIKNOCK RESPONSE 
Sensitivity 6.6 - Aromatics 20% 





98 — 


“MOTOR 33 MIX” 





PRESENT MOTOR MIX 


RESEARCH OCTANE NUMBER 


es 


3.0 4.0 
TEL, ML GAL 


4. This represents a more typical regular gasoline, and here 
again octane costs suggest the use of the new antiknock. 
As with most fuels, this is especially true at the 3 ml TEL 
level where the promoter effect is most prominent. At this 
point, octane improvement cost with 33 Mix is 3.5¢/RONB 
—a saving of 1.5¢/RONB for this additional octane im- 
provement when compared with cost by processing. 





ETHYL CORPORATION, new vorx 17, n.v. 


TULSA *« CHICAGO ¢« LOS ANGELES 


ANTIKNOCK 
COMPOUND 





ETHYL CORPORATION OF CANADA LIMITED, TORONTO « ETHYL USA (EXPORT) NEW YORK 17, N.Y.- 
CORPORATION 
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FRIDAY, NOVEMBER 13... 
A LUCKY DAY FOR SINCLAIR DEALERS! 


ibe 


cae Sinclair ay 


PRESENTS 


TV SPECTACULAR 


“MUSIC FROM SHUBERT ALLEY” 
ON 180 NBC-TV STATIONS 


<—_—~» YOUR HOST 


* . ANDY WILLIAMS * 


IIIA IIIA AA AAASASASASSASSCSASSC 
STARRING 


ALFRED DRAKE 


LISA KIRK 
RAY WALSTON 


DORETTA MORROW 


AND 


BETTY COMDEN & 
ADOLPH GREEN 


ae 


Some of the greatest names in show 

business will be working to bring customers 

into Sinclair Dealers’ Stations when 

Sinclair presents a sensational, hour-long 

TV Spectacular in color, “Music from 
Shubert Alley” over 180 
NBC Stations on Friday, 
November 13, 10 PM, EST; 
9 PM, CST; 8 PM, MST. 


A show that features 
the most popular songs 
from Broadway musical 
comedies over the years, 
ee “Music from Shubert 
fresh fromthe’ Alley” is expected 
success of his to attract millions of 


bright ‘‘Andy : 
Williams Show.” Vlewers. 


Bargain Record Offer Will 
Bring in Motorists 


Millions of 

motorists will 

be seeing 

“Music from 

Shubert Alley.” 

Then they’ll 

be seeing 

Sinclair Dealers 

to get the 

coupon that 

entitles them to 

a custom High Fidelity record of music 
from the show—a $4.98 value for only $1. 


Yes, Friday, November 13 will be a lucky 
day for Sinclair Dealers. The day you 
join the Sinclair ranks will be a lucky day 
for you, too. 


See your Sinclair Representative for 
details, or write Sinclair Refining 
Company, 600 Fifth Avenue, New 
York 20, N. Y. Ask, too, about the 
Sinclair TBA franchise, featuring 
Goodyear, the greatest name in rubber. 


Sinclair... 


(To obtain more data on advertised products see page 138) NATIONAL PETROLEUM NEWS + November, 1959 





Who's Keeping Score Here, Anyhow? 


HE OIL INDUSTRY is ina. statistical 
pickle, thanks to three conflicting sets of 
figures for total U.S. service stations. 

The three different totals all come from the 
same source—the government. 

The Census Bureau reported 181,747 primary 
stations in 1954. The Department of Commerce’s 
Office of Business Economics reported 259,000 
stations for that year. The Internal Revenue 
Service reported 228,000 stations the following 
year. 

The situation is going to get worse before it 
gets better, because all three agencies have new 
reports coming out in 1960. And—as in previous 
years—the figures will be unreconcilable. 

All agencies count only stations that derive 
50% or more of their dollar volume from oil 
products, or whose major activity is in oil prod- 
ucts. But there are variations in classification be- 
cause of seasonal changes in the nature of busi- 
ness at some establishments. Other variations 
may be caused by dealers who report net after 
taxes instead of gross. Furthermore, both the 
Census and OBE figures are estimates (nobody 
counts noses) and are built up differently. OBE 
uses social security files. Census uses these files 
plus tax returns as a basis for a mail survey. 
IRS uses its own tax files. 

OBE says some of its stations are classified as 
auto repair shops by Census. Census says its sur- 
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vey method has caused “some undercoverage of 
small businesses.” IRS admits many dealers re- 
port on net rather than gross. Census uses a 
$2,500 gross figure as a cutoff, OBE and IRS 
don’t use any. 

The total service station figure is vitally im- 
portant to oil marketers. It is important not only 
in itself but as a base for many other estimates 
—notably dealer turnover. It is too important to 
have holes in it, much less three conflicting ver- 
sions with holes in them. 


American Petroleum Institute’s marketing re- 
search committee has authorized a letter to 
Washington authorities outlining the confusion, 
and inviting them to sit down with oil men to 
set up uniformities. This is urgently necessary. 

Probably none of the existing figures is good 
enough. Extreme caution needs to be used in 
separating repair shops and marginal outlets 
from bonafide service stations. Of the existing 
figures, the Census Bureau’s seems the most de- 
pendable. The other two should be reconciled 
to it with respect to volume cutoff, survey meth- 
od and form of reporting. 


Washington should straighten out its own 
signals. It may take some time because of the 
nature of the problem. In the meantime, the oil 
industry should offer a good, concise definition 
of “service station” to help straighten Wash- 
ington out. 














Less tractor weight — More payload profit 
with New Ultralight White 


This new ultra-lightweight White 4400TDL increases pay- 
load by as much as 1100 extra pounds. . . without increasing 


: White gives you a competitive edge 
over-all weight! 


; in petroleum hauling because: 
WuiITE lightened the chassis by using weight-saving alumi- 


num and fiberglass everywhere they make good engineering 
sense . . . without losing any heavy-duty strength or power. 

WHITE will custom-engineer this great new ultralight diesel 
for you. Build it exactly the way you want it, for the exact 
petroleum products hauling job you want it to do. That’s how 
a WHITE truck gives you a competitive edge. 


1100 pounds extra payload without in- 
creasing over-all weight. 


More stamina with heavy-duty components 
to haul up to 80,000 pounds! 


Top economy with the dependable Cummins 
diesel or WHITE Mustang gas engine. 


Greater efficiency with WHITE’s custom- 
THE WHITE Motor Company, CLEVELAND 1, OHIO engineering for every customer. 
Branches, distributors, dealers in all principal cities 


WORLD LEADER IN HEAVY DUTY reucks (im 


WHI TE 
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Phillips division managers inspect restyled pilot station 


Phillips’ New Colors 


It costs millions and takes months 
to repaint 18,000 service stations 


IT WILL TAKE $17-million and most of 1960 
to complete the sweeping restyling program begun 
by Phillips Petroleum Co. this year (NPN—July, 
p80). 

The job will change the colors of Phillips’ 18,000 
stations from orange, maroon and tan (used since 
1946) to bright red and white, with interiors of 
pale lemon and grey. The changeover will call for 
670,200 gal. of 21 varieties of paint—the equiva- 
lent of 85 tank car loads. 

The color switch is aimed at greater visibility 
(Phillips says the new scheme is nine times brighter 
than the old one) and at greater appeal to women 
(research by Lippincott & Margulies of New York 
showed the old colors failed to give desired im- 
pressions of cleanliness, efficiency, modern and 
powerful products, and progressiveness). 

But “this is not just a station sign and color 
change,” says Phillips sales vice president E. H. 
Lyon. “It’s a complete corporate identity program, 
worked out in all details—so the whole world will 
get a new picture of Phillips as a modern, progres- 
sive, hard-hitting but friendly company. It encom- 
passes not only stations . . . but uniforms, all new 
product packages, cans, boxes, bags, barrels and 
any other container in which Phillips products are 
sold. It means new letterheads, it means new signs 
on leases, it means a new look in all the ads Phillips 
will run.” 

Phillips will retain its shield-shaped sign, recast- 
ing the logotype and “66” to give them a “stronger, 
more contemporary feeling.” Premium pumps will 
be painted charcoal and white, regular pumps char- 
coal and red. 

A pilot test on the new colors was made at 
Bartlesville, Okla., Phillips headquarters. After the 
test, the first hundred stations to receive the new 
colors were in Chicago, Dayton, Ohio, and Knox- 
ville, Tenn. 
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Oil Supermarketing 
Blending pumps, ‘fighting grade’ 
feature new Indiana Standard plan 


STANDARD OIL CO. (Indiana) is taking a full- 
scale crack at oil supermarketing. In two Mid- 
western communities, Standard is closing a number 
of neighborhood outlets and opening up a new 
“super service station” at a prime location, offering 
“the most complete services available anywhere for 
the motorist.” 

This is doing in oil marketing what grocery 
supermarkets do in food marketing. 

If the experiment works out, it could help open 
the door to a retailing trend that’s been standing on 
oil’s doorstep for years—“one stop for everything.” 
(For another side of this trend, see page 113.) 

What Standard’s Doing—Standard is giving its 
plan a tryout in two communities now, in at least 
two more soon. 

At Vincennes, Ind. (pop. 18,500), one station is 
replacing eight of nine Standard outlets. It’s a 
three-bay, porcelain-enamel job, going up on a 
huge 250-ft. corner lot in the center of town. 

It has Wayne blending pumps—eight of them 
on four islands. Plumbing is already in for a third 
grade. Competitors speculate it will be “Blue 
Crown” (which Standard marketed years ago), 
selling 1¢ below regular grade. Company officials 
say gasoline will not be blended, “at least for a 
while.” 

The station will become a testing ground for a 
variety of other marketing techniques. 

A similar experiment is going on at Fairfield, 
Iowa (pop. 8,000), where two stations are being 
replaced by one. Plans are in the works for tryouts 
in Mattoon, Ill. (pop. 20,000), and either Wichita, 
Kans. (pop. 245,000), or Kansas City, Mo. (pop. 
515,000). 

What’s Behind the Plan?—The focus of Stan- 
dard’s supermarketing experiment seems to be on 
dollars, not gallons. This was indicated by Dwight 
F. Benton, Standard’s sales vice president, in a 
speech to the Colorado Petroleum Marketers Assn. 
last month. He said: 

“It does no good to sell 100 gallons rather than 
99 if in order to move the 100th gallon you batter 
price down to the level at which the total sale 
is unprofitable. Greed for the extra gallon of sales 
is killing us all.” 

The alternative is “invention, ingenuity, innova- 
tion,” continued Benton. “No idea today is too 
daring to be worth considering as long as its within 
the broad limits of basically sound marketing prac- 
tice. Few ideas within those limits are so fantastic 
that they’re not at least worth trying—and someone 
is bound to try them.” 

At Vincennes and Fairfield, Standard is trying. 





Bowser’s electronic computer features extra-large figures 


New Fueling System 


DRASTIC CHANGES in conventional service- 
station gasoline pumps may be in the offing as a 
result of new equipment designed by Bowser Inc. 
What Bowser calls its modular electronic fueling 
system opens up so much flexibility in the dispens- 
ing layout that the company hasn’t tried to offer 
complete units in final form. 

Instead, Bowser has simply presented the new 
components to the oil industry with demonstra- 
tions of enough of their operations to show the 
possibilities. These possibilities stem from the fact 
that both gallonage and dollar readings can be 
transmitted electrically to near or distant points, for 
any number of purposes. 

Because transmission is electrical, a single com- 
puter, with a switch and suitable wiring, can be 
coupled to multiple dispensers. Relay circuits from 
the computer can, if desired, actuate duplicate 
counters inside a service station or at a distant 
central office. 

These are just the obvious applications for 
remote reading. Bowser also suggests using the 
same electrical impulses to imprint or key-punch 
a sales ticket. And it’s an easy step to install a 
device for presetting any number of gallons. 

All this is made possible by a small, 6-oz. mag- 
netic meter used in place of the present mechanical 
types. The meter measures gasoline flow by means 
of a magnetized turbine set into the gasoline line. 
Its electrical impulses travel by wire to a trans- 
istorized, printed-circuit computer, which also re- 
places present all-mechanical metering devices. 

A new method of presenting gallon and price 
information uses larger, more legible characters, 
easily visible at long range. 

One, two, three or more grades of fuel, each at 
a different price, can be handled with a single 
computer-indicator. Or blending of two or more 
basic fuels into an intermediate combination can 
be handled by a simple electronic device set by 
a switch. 


NOJC: Stepping 


Jobber group faces critical period 
as it meets in Chicago this month 


LONG A KEY TRADE GROUP, National Oil 
Jobbers Council may be gaining new importance. 
Here’s why, as seasoned industry observers see it: 

e@ NOJC is a small-business association, rep- 
resenting the little guy at a time when big business 
is bigger and more vocal than ever. 

e It’s oil marketing’s strongest trade group 
in terms of effective political action and broad 
representation of a single segment. Recent addi- 
tions to its roster of member associations give it 
coast-to-coast coverage, with 32 associations rep- 
resenting 39 states. NOJC claims some 7,000 job- 
bers; meetings now draw upwards of 300 persons. 

e It’s helping upgrade jobber operations at a 
time when many jobbers face a fight for survival. 

e It has a wealth of upcoming younger talent, 
ably equipped to lead it—and the jobber seg- 
ment—through the difficult times ahead. 

NOJC has its problems, too. One is the small 
businessman’s_ traditional individuality, which 
sometimes causes delegates to think as individuals 
rather than representatives of a segment. This 
can deter unified action and give rise to person- 
ality play and backroom politicking. 

Outwardly, NOJC individualism seems to be 
declining. The free-for-all floor debate has all but 
disappeared in recent years, owing to a committee 
system that thoroughly wrings out most issues 
before they get to the general meeting. But diverse 
interests sometimes prevent effective committee 
action, some jobbers say. And individual resistance 
has stymied recent NOJC attempts to collect up-to- 
date jobber accounting data by assembling blind 
copies of members’ tax reports. 

Another problem: many in the industry feel 
NOJC has overworked the threat of going to the 
government for aid in solving jobber grievances. 
Says an NOJC member, “Frankly, we’ve been 
waving that club.at the majors too long. After a 
while it’s just bluster, and it doesn’t help our pres- 
tige. After all, we’ve never gone to the government, 
and I hope we never will.”* 


Challenge for a Leader 


Because of its size and standing, NOJC is 
equipped to meet its biggest challenges: 

e To speak forcefully for the jobber segment 
in Washington and to the public, presenting a solid 
front of sound opinion on issues at hand. 

e To sound a continuous warning to jobbers 


* A year ago NOJC did vote to begin collecting evidence for 
a Congressional complaint over commercial account pricing, 
but developments since then have been sparse. 
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General 


Into a Bigger Industry Role? 


who endanger themselves and their segment through 
inefficient or outmoded operating practices. 


These challenges make the job of NOJC presi- 
dent more important than ever before. They call for 
a man who understands jobbers and their thinking; 
who has established himself as a leader of men 
and as a successful jobber; and who has a broad— 
not just local or regional—knowl- 
edge of the industry. To unify 
diverse elements and speak with 
authority, he must think quickly, 
be good on his feet. To help the 
jobbing segment perform better, 
he must know modern marketing 
and prove it in his own operation. 

It has long been speculated 


that E. K. Bennett, Longview, E. K. Bennett: In 


line for top job 


Tex., Skelly jobber, would succeed Miles M. Mills, 
Skelly jobber of Des Moines, Iowa, as president 
this year. Bennett has been vice president, and it 
is almost traditional for NOJC’s vice president to 
become president. For this reason, the election 
spotlight is on the new vice president at NOJC’s 
November meeting in Chicago. 

While personal qualifications are paramount, 
there are two interesting aspects to the election. 
One is regional representation. Since Bennett and 
his three direct predecessors come from the South- 
west, Midwest and South, a man from another 
region might have the inside track to the vice presi- 
dency. Another is brand affiliation. Although a 
large number of NOJC members fly the Phillips, 
Shell or Mobil flags, no jobber handling these brands 
has ever been an NOJC president. Leadership has 
historically been given to jobbers of other brands. 





With a wealth of future presidential 
talent available many names pop up in 
sampling the preferences of jobbers 
around the country. Here are some that 
pop up most frequently: 


JOSEPH W. BUTLER, 62, Philadelphia 
Richfield jobber (50 stations, 3,000 home 
heating accounts) since 1936. Trained as 
a lawyer, Butler is incisive, fluent, 
strongly conservative. Highly success- 
ful and influential in his own state asso- 
ciation, which he has headed. Likes golf 
and fishing. 


GEORGE CALKINS, 44, Denver Phillips 
jobber (12-million gal. a year) since 
1948. Quiet, mannerly and personable, 
Calkins is a_ skilled negotiator who 
built his business twice (he lost 80% of 
his gallonage when a former supplier 
went direct 11 years ago). Has headed 
his state association. Plays tennis, golf. 


MELVIN HALL, 43, Noel, Mo., Phillips 
jobber (1.75-million gal.) with an interest 
in two banks, several other Missouri oil 
operations and one in Florida. In the 
oil business for 23 years, Hall is calm, 
tactful, very able in NOJC closed ses- 
sions. Has headed his state association. 
Enjoys fishing and boating. 


K. C. JEFFRIES, 46, Miami, Okla., Cities 
Service jobber with a private brand line 
and an LPG distributorship. Starting 
from scratch 13 years ago, Jeffries built 
a widely diversified business. Well ac- 
cepted among NOJC jobbers, he’s been 
instrumental in keeping the young Okla- 
homa jobber association on its feet. 





CLOSEUPS: The men who might guide NOJC's future 


W. TOM JONES, 57, Montgomery, Ala., 
Amoco jobber (4.5-million gal. a year) 
since 1937. Sage, popular, devoted to 
NOJC, Jones was one of its organizers 
20 years ago and has been one of its 
pillars. Busy in political and civic life, 
he has headed his state association. Likes 
fishing, duck and pheasant shooting. 


RICHARD L. KUSS, 36, vice president and 
general sales manager of Bonded Oil Co., 
Springfield, Ohio, private brander. An 
imaginative businessman and successful 
marketer, Kuss is well-organized, me- 
thodical, has drive. Because Ohio associ- 
ation isn’t in NOJC, represents Indiana 
(Bonded markets there) at meetings. 


H. HALSTED PARK, 43, Katonah, N.Y., 
Gulf jobber (7-million gal. a year). Per- 
sonable, clear-thinking, persistent, indus- 
trious. Has had experience running top 
NOJC committees, is an officer of his 
state association. Busy in civic work, 
Park is an enthusiastic railroad buff with 
his own narrow-gauge line. 


J. H. WILLIAMS, 39, Tampa, Fla., Pure 
jobber (over 8-million gal. a year). Or- 
ganized, diplomatic, good at following 
through, Williams is a highly successful 
jobber who is at ease with iobbers and 
major executives alike. Very active in 
community life; has headed his state 
association. Sails and hunts. 


LESLIE NEAL, 63, Conoco jobber of San Antonio, Tex., 
is a strong NOJC leader and would probably be presi- 
dential timber if E. K. Bennett, another Texan, weren't 
filling the post. So would Lb. B. (POP) JENNINGS, 49, 
Shell jobber of Tullahoma, Tenn., if his political obli- 
gations in his home state were lighter. Jennings has 
long been influential both in NOJC and his state asso- 
ciation, which he helped put on its feet. 
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General 


Here's One Sales Outlook for 1960 


E. H. Lyon (left), sales vice president of Phillips 
Petroleum Co., sees a 3% gain in over-all domestic oil 
demand next year. Here’s a summary of a speech he 
made at the seventh annual marketing conference of 
the National Industrial Conference Board (in New York) 


E ANTICIPATE Over-all domestic demand for 

petroleum products in 1960 will increase 3% 
over 1959 to 10-million b/d. Here’s a_break- 
down of the more important products: 

Gasoline—Gasoline demand will increase almost 
34% %. Several established trends and some new 
ones will account for this. 

The dispersal of industry and families to sub- 
urbia will continue. Consequently automobile mile- 
age will rise; work, shopping centers, schools, even 
friends and associates will become more separated 

More and larger families will continue to ex- 
pand the gasoline market. Post-war babies will fill 
high schools next year, a very large number of 
them driving their own jalopies and hot-rods. 

In a new trend, “multiple-car families” (not 
“two-car” families) are becoming more numerous. 
Contributing substantially to this trend is the in- 
creasing number of small cars. The small car, 
because it is cheaper to operate, is driven more 
miles. In the vast majority of cases it does not 
supplant another vehicle but frees it for use by 
another member of the family. 

The federal highway construction program is 
changing the face of America. Its effect on our 
transportation habits will be substantial. It will 
increase vacation travel and influence our business 
travel. It will contribute to the further decline of 
mass transportation. 

Automotive Lubricants — Automobile lube-oil 
sales, amounting to 1-billion 17-million gal. this 
year and increasing only some 11-million gal. in 
1960, will not share a pro rata increase with gaso- 
line sales. The oil industry is sincere in its oil- 
change recommendations in the interest of longer 
engine life. But apparently there is disagreement 
on the part of motorists, who are, perhaps, in- 
fluenced by the short-term economy of an oil 
change at greater intervals. 

Marine Fuels—Marine fuels for pleasure boats 
are rapidly becoming a major factor on our sales 
charts. In 1960 there will be an estimated 8-mil- 
lion such craft in use, needing 590-million gal. of 
marine gasoline and 25-million gal. of oil—a 10% 
increase over 1959. 


LPG—tThe industry looks upon liquefied pe- 
troleum gas not only as an automatic volume gainer 
but also as “depression proof” because its use 
records some gain even in the years when other 
demand is down. The year 1960 will be no excep- 
tion, with an increase of some 7.5%. 

Distillates—Kerosine demand in the space-heat- 
ing market will decrease considerably, but its use 
in jet fuels will offset the decline. Distillates, how- 
ever, will show a gain, even though this market 
is experiencing stiff competition from natural gas. 

There will be a tremendous surge in demand 
for jet fuels next year. Commercial airline gal- 
lonage will jump from 31,800 b/d to 110,390 
b/d—an increase of 247%. The military will 
continue to be the largest user, increasing its de- 
mand from 271,200 b/d this year to 288,800 
b/d in 1960. 


Residual Oil—Residuals will probably show a 
modest 2% gain. Competition from the coal indus- 
try is felt here. Also, natural-gas pipelines are 
continuing to expand into areas that in the past 
have been residual’s domain. 


Natural-gas sales will continue to rise, increas- 
ing 5% in 1960. However, much depends on 
whether government policies encourage or discour- 
age the exploration and drilling program for natural 
gas. At present the pricing and regulatory aspects 
of the industry approach a state of chaos, tending 
to retard availability of both supplies and distribu- 
tion facilities. 

The Big Picture—Petroleum continues to in- 
crease its share in the U. S. energy market. Crude 
oil provides 42.3% of all energy requirements, 
natural gas and natural gas liquids 29.5%, coal 
24.4%, and water 3.8%. 

The oil industry looks forward to the coming 
decade with complete assurance. More and larger 
families will be traveling as never before on thou- 
sands of miles of new highways; liquid hydro- 
carbons will supply the expanding petroleum 
chemical field; jet aircraft will offer a potential 
“new market” in air travel. As a result, sales 
demand should increase year after year at a rate 
of about 3%. a 
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%o Pe. eee j 
UNDERWATER BLAST on the Susquehanna River cuts a 


trench for the Laurel Pipe Line, now completed. The 447- 
mile line carries products from Philadelphia to Cleveland. 


MINIATURE SIGNS (plus station not shown) pro- TWO CRANES hoist 20-ton tank at Esso’s Baton Rouge 
mote Derby at an amusement park in Wichita. refinery. Esso says it’s cheaper, takes only a day. (For a 
(For a similar tie-in, see NPN—Sept., p139) one-crane hoist job, see NPN—June °58, p129) 


AT HIGHWAY LOCATIONS Kerr-McGee is putting BLENDING PUMPS, fiberglass canopy are featured at Anglo-Ameri- 


up a series of glass-front stations without bays. can’s experimental station in Calgary, Alta. Made for high-volume 
Stations are porcelain enamel prefabs by Avoncraft. sites, the outlet costs $60,000. (More details in next month’s NPN) 
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General 


billie Sales Fight 


Marketers ready a joint campaign 
to educate public on oil changes 


SOME SMALL but well-directed salvos are her- 
alding a bigger bombardment in the battle for 
more motor oil sales. 

With industry sales ratios still falling (NPN— 
Aug, p149), individual companies are stepping up 
promotion and research. In a joint effort, an 
American Petroleum Institute-appointed agency 
will handle an intensive program of “public in- 
formation” (“Not public relations,’ says API 
Motor Oil Study Panel’s Rudolph Cubicciotti). 

The new program will be designed to acquaint 
dealers and consumers with the importance of the 
new standards adopted by API last spring (Change 
oil every 30 days in summer or every 2,000 miles, 
whichever comes first; every 60 days in winter or 
every 2,000 miles, whichever comes first). 

Main opposition to the recommendation—and 
the key reason for lagging lube sales—has been 
the auto manufacturers’ trend toward suggested 
drain intervals of up to 5,000 miles. A visit to 
Detroit by a commitiee of top oil executives is 
credited with revising some of the manufacturers’ 
recommendations on 1960 models. 

Research—Several oil companies have assigned 
market research task forces to study the problem 
of declining oil ratios at stations. API is also 
completing a new survey measuring the influence 
of drain suggestions on purchasers of new Fords, 
Chevrolets and Plymouths. 

Promotion—Here are some samples: 

House Organs—Articles like the Mobil Bulletin’s 
“When to Change,” says Cubicciotti, “strengthen 
our weakest spot—lack of information on the part 
of non-selling employees.” 

Dealer Literature—Gulf Oil sent a 16-page 
newspaper to dealers, including suggested answers 
to balky customers (“Yes, but when the manufac- 
turer said 4,000 miles, he meant 4,000 miles 
driven under ideal conditions”; “And while I have 
it up on the lift, why don’t I change the oil too?’’). 

Leaflets—Most recent and widely distributed is 
API’s own “How to Select the Proper Kind of 
Motor Oil.” Over 1.3-million have been handed out. 

Training Films—A Shell executive says this is 
the only method being used to plug the new API 
recommendations: “We don’t want to disturb the 
established people who’ve already sold their cus- 
tomers on the 1,000-mile drain.” 

Gimmicks—These include premiums for cus- 
tomers who come in for an oil change, badges for 
dealers, island banners, leaflets in oil cartons. 

It’s too soon to tell how the battle’s going, al- 
though one company reports a 4%-6% sales gain. 
Says Cubicciotti, “The ratios have slipped so much 
that almost anything we de will improve them.” 


a In case you missed it... 


®& Service station sales totaled $1.504-billion in 
August—4% higher than August 1958, but down 
1% from July, reports the Commerce Dept. 

® More natural gas will come into the New York 
City area if Transcontinental Gas Pipeline Corp. 
wins Federal Power Commission approval for a 
36-in. line from Texas to New York. At least 
50-million cf/d would be brought in through the 
line. Another 50-million cf/d would go to markets 
between North Carolina and New York. 


® DX Sunray cut runs at its West Tulsa refinery 
by 10%, or 7,500 b/d, during September-October. 
DX president McDowell says increase in stocks is 
threatening to “wreck the industry’s normal eco- 
nomic processes.” 


& National Fuel Oil Council will get promotional 
support from three more majors after Jan. 1: 
Standard of Indiana, Sun Oil and Tidewater Oil. 
Standard’s entrance opens the door to wider Mid- 
western support for industry fuel oil promotion. 


& Tidewater Oil has purchased Juniata Valley 
Gas & Oil, Lewiston, Pa., Flying A distributor 
with five stations plus dealer, farm and commer- 
cial accounts. 


& Frontier Oil Refining Co., Buffalo, is under- 
taking a $1-million refinery expansion program. 
Frontier is an Ashland Oil Co. subsidiary. 


® Plans for the merger of Texaco and Superior 
Oil have been abandoned owing to opposition by 
the Justice Dept. 


® Eastern States Petroleum & Chemical Corp., 
Houston, will keep its identity after merger with 
Signal Oil & Gas, Los Angeles. The merger was 
completed through an $8.5-million exchange-of- 
stock deal this fall. 


& Derby Refining Co. has purchased Ames Oil 
Co., western Kansas jobber with headquarters at 
Great Bend. Ames, which has been handling 
Derby products, operates four bulk plants and four 
service stations. 


& Tidewater Oil Co. is winding up a state-wide 
“get-acquainted program” at all Virginia outlets. 
The program, supported by newspaper ads, tied in 
with the opening of more than 100 Tidewater 
stations acquired through Delta Oil Co., former 
Mobil jobber in Petersburg. 


& Standard of Indiana has equipped stations in one 
division with 4-inch tight-fill couplings, and has in- 
stalled 4-in. hose meters and lines on tank trucks. 
Two other majors are starting similar programs, on 
the premise that time saved by the new equipment is 
worth the cost of replacing present 3-in. types. 
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NPN BATTLEGROUND: Rep. James Roosevelt says he’s seriously considering divorce- 
ment of oil marketing as a result of his latest survey. Indiana and Nebraska 
jobbers looked on it favorably at their meetings last month (see page 75). The 


question is... 


Would Marketing Divorcement 
Help the Oil Industry? 


" ES... SAYS ARNOLD JONES 


New president of Indiana Independent 
Petroleum Assn., and the man behind 
its pro-divorcement report to be pre- 
sented at NOJC this month. Jones, 41, 
has been a jobber for 12 years. His 
Everybody’s Oil Co., founded by his 
father in 1932, handles close to 4- 
million gal. a year. 


ARKETING DIVORCEMENT is, I think, a means 

of preserving the free enterprise system in 
the American petroleum industry. A continuation 
of present marketing practices, coupled with po- 
litical implications of overseas crude production, 
can only bring government regulation to small 
and large refiner alike. Surely a free petroleum 
industry can better serve America than a regu- 
lated industry. 

If and when divorcement comes, the question 
may be asked, Where did it start? Who pulled the 
legislative lever? John J. Scott, general counsel of 
Socony Mobil Oil Co., said something on this sub- 
ject in a recent speech. He stated: 

“Often the unexpected thing that happens when 
the machinery of the law grinds into motion is 
that out of nowhere, behind the man who pulled 

(Continued on page 92) 
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NO eee SAYS J. G. JORDAN 


Shell Oil Vice president for marketing, 
and a frequent speaker at jobber asso- 
ciation meetings. Jordan, 56, started as 
a station supervisor in Decatur, Iil., 
moved through a succession of sales 
posts in Cleveland and San Francisco. 
He’s a former API marketing division 
chairman. 


OR BETTER OR FOR WORSE. These are the 
words of a contract. The contract is entered 
into every year by millions of people, nearly always 
with hope high and expectation great. At one 
point in the formal statement, the parties entering 
into the agreement are admonished not to enter 
into it lightly or unadvisedly, but discreetly, 
advisedly, and soberly. Thus begins the state of 
holy matrimony. 

There’s a clue in these words to my views on 
divorcement. 

If the marriage condition deteriorates too far, 
one party or the other may call for an agonizing 
re-appraisal of the contract, with an eye to being 
released from its terms or having it dissolved 
altogether. 

This means divorce: to separate, disunite, sunder, 

(Continued on page 92) 





Would Divorcement Help the Oil Industry? 


y ES y SAYS ARNOLD JONES 


“Without marketing 
divorcement our in- 
dustry is headed, un- 
der full steam, toward 
commission wholesal- 
ers and chain retail- 
ers... With or with- 
out divorcement, job- 
bers will not be job- 
bers as they are 
known today.” 


(Begins on page 91) 

the original lever, a giant boot appears, swings 

into action, and kicks him hard, right where he 

will feel it the most. This Rube Goldberg effect can 

happen with any law or any piece of legislation.” 
I am sure we all agree with this statement, 


NO py SAYS DOC JORDAN 


“Just what do the 
people who want di- 
vorcement expect to 
get out of it? And 
what makes them 
think they would get 
what they want, 
rather than  some- 
thing very different, 
and, perhaps, some- 
thing they do not 
want at all? 


(Begins on page 91) 


sever, take away, put away or banish. Note the 
ring of finality. When you’ve been divorced, you’ve 
had it. 

The terms of a divorce do not include any 
fine-sounding passages urging the parties being 
separated to think about whether they are doing it 


but another question needs answering. Who will 
pull the legislative lever? Will it be the dealer, with 
his cries for marketing divorcement? Will .it be 
the jobber with his cries for legislation to clean 
up the commercial account mess and with his 
suspicions concerning the depletion allowance? 

Or has the legislative lever already been pulled 
—by those who asked long ago for the depletion 
allowance, fast tax write-off of intangible drilling 
costs, the Hot Oil Act, the oil compact, production- 
to-demand “conservation” laws, and, more re- 
cently, for import controls and tariffs. 

Do all of these laws, enacted in the interests of 
our suppliers, operate for the benefits of free enter- 
prise and the consumer? 


The present necessity for marketing divorcement 
is but the consequence of the repeated pulling of 
the legislative lever by the integrated companies. 


ja has been defined by NPN (Aug,, 
p126) as follows: 


DIVORCEMENT—This refers to occasional 
suggestions that the marketing function be de- 
tached, or “divorced,” from integrated oil 
companies and placed under the control of 
individuals or companies that would specialize 
in the marketing function, comparable to meat 
marketing and exhibition of motion pictures. 


for better or for worse. But it might not be a bad 
idea. 

Just a year ago, U.S. District Judge James M. 
Carter ruled out marketing divorcement sought by 
the government in an anti-trust suit against seven 
West Coast major companies. He was fully aware 
of the finality of the divorcement proposed and, in 
denying to grant it, remarked, “You cannot unring 
a bell. If the defendants were forced to dispose of 
service stations and it should develop thereafter 
that the court had been wrong—that economic dis- 
location was even greater than had existed before 
—you can’t undo what you have done.” 


I think we should ask some hard questions 
about the divorcement that is always being pro- 
posed for the oil industry. 

I have spent virtually my entire adult life in oil 
marketing but I have yet to hear anyone spell out 
precisely what he means by divorcement. Where, 
exactly, would the line be drawn? What would be 
the relationships between the affected parts of the 
industry after divorcement? Just what do the people 
who want divorcement expect to get out of it? And 
what makes them think they would get what they 
want, rather than something very different, and, 
perhaps, something they do not want at all? 

There’s no agreement on the answers to these 
questions. Yet some say they want divorcement. 
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This definition is simple and to the point, but 
how do we accomplish marketing divorcement. It 
can be accomplished by court order, consent de- 
crees, federal legislation, or voluntarily by the sup- 
plier. 

It should logically occur in the petroleum indus- 
try at large distribution centers such as ocean, 
river, and pipeline terminals. Divorcement at this 
level need not alter present transportation arrange- 
ments or practices. The refiner, commission whole- 
saler, or broker would have to refrain from dealing 
in real estate, buildings, or equipment that were to 
be used for service stations or bulk plants. 


ITHOUT marketing divorcement our industry 

is headed, under full steam, toward com- 
mission wholesalers and chain retailers. Although 
the average jobber thinks of himself as a whole- 
saler, very few meet the classification, and fewer 
still will meet it in the future. 

The traditional bulk-plant function is being 
eliminated, except for domestic fuel oil, small com- 
mercial accounts, and farm gasoline sales. In addi- 
tion, the major-brand jobber is rapidly being elim- 
inated from the superservice-station business in 
most metropolitan markets. 

With or without marketing divorcement, jobbers 


But—and this is truly amazing—they do not appear 
to have asked themselves what, exactly, divorce- 
ment would involve—how it would work, whether 
it would be for better or for worse. 


EFORE ANY OILMAN Offers divorcement as a 
B cure for anything and everything, he ought 
to look at it hard, to consider the probable results 
of it, and to decide whether divorcement would 
leave us better or worse than we are now. 

There are two main possible routes along which 
divorcement might go: divorcement at the refinery, 
or between the wholesale and retail levels. 

Divorcement at the refinery would mean that 
anybody who wanted products would have to come 
to the refinery and get them, pay for them and haul 
them away. This would be necessary because the 
integrated company would have been forced to get 
rid of millions of dollars of facilities—ocean-going 
tankers, barges and tugs, pipeline interests, termi- 
nals, bulk plants, trucks, service stations and 
equipment. 

This all adds up to a huge investment. Yet these 
properties are essential to marketing. Who would 
own them after divorcement? 

Stockholders in the integrated companies would 
presumably be the first in line to acquire the 
marketing properties. The management would 
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will not be jobbers as they are known today. Job- 
bers who are efficient and who are good retailers 
will be either large dealers in a limited area or 
chain operators over a large area. 

Private-brand jobbers have almost entirely 
passed from the role of wholesaler to that of 
retailer. Many are fully aware of their new role 
and are among the sharpest retailers in the business. 

It is the private-brand petroleum retailer and 
the nonoil retailer branching into petroleum who 
will set the marketing pace. 

Many industry spokesmen would have us believe 
these things will occur only if we have marketing 
divorcement. Nothing could be more misleading. 
This change is going on now! Today! 

The jobber’s only security lies in being an out- 
standing retailer and in his ability to get along 
with people. The jobber who is willing to become 
an aggressive retailer and a master of human rela- 
tions has nothing to fear from the future. 


OMMISSION AGENTS will continue to be com- 
mission agents, but they will be working for 
strong, capable retailers instead of refiners. It is my 
belief that the commission agent will get more sales 
assistance from the strong retailer than he ever 
dreamed possible while operating as an employe of 


change, of course, because the divorced marketing 
properties could no longer be run by the integrated 
company’s officers. And here we see an interesting 
idea coming into focus: Divorcement in this situa- 
tion involves management but not ownership. The 
ultimate owners of the divorced marketing segment 
might be the same people who own it now. 

How would the marketing properties be operated? 
Ownership may give us a clue. People who invest in 
integrated companies apparently like the stability 
and security that go with diversified interests and 
widespread, widely known operations. Isn’t it a 
good guess that these same investors would like to 
see the divorced marketing facilities operated at 
maximum size and efficiency? 

Let’s assume things went that way. What would 
happen? 
e@ One possibility is that the nationwide mar- 
keting department of the integrated company might 
be divorced and then be reorganized as one 
independent, nationwide marketing company. Or 
it might become three or four regional companies, 
each marketing in a number of states. How would 
these companies operate, and how much difference 
would their operations make in the marketing 
picture as we now know it? 

Question for jobbers: Would these new big 
regional—or national—marketers have room for 





Marketing Divorcement: 


YE % , SAYS ARNOLD JONES 


(Begins on page 9!) 

a refiner. Many commission agents will become 
retailers themselves, buying their products from 
their present employers. 

Dealers as we know them will continue to oper- 
ate much as the capable, efficient, sales-minded 
dealer of today operates. If he now owns his 
station, he will continue to own it but he will 
also own and maintain equipment such as hoists, 
air compressors, and the like. The capable dealer 
who does not own his station will be very much in 
demand by property owners and large retailers. 
His stature in the business community will be 
greatly increased and his opportunities multiplied 
many times. 

There may be a slight dislocation of personnel 
in operations of salaried bulk plants by integrated 
refiners. However, these plants are already dis- 
appearing fast; they are being converted to a 
commission-agent type of operation, often without 
employe benefit programs. 


HE CUSTOMER will benefit from marketing 
divorcement in many ways. 

@ We will see retailing innovations in marketing 
comparable to those developed in other retail fields 
such as the department, variety, drug and food 
stores. 

e@ The customer will benefit from independent 
dealers strong enough to oppose price increases in 
refined products. 

@ Independent dealers will be able to establish 
a balance between customer desires for service and 
the price the customer is willing to pay for that 
service. This will come about through the elimina- 
tion of competition from marginal stations, which 


This is the second in NPN’s 
new Battleground series. In 
upcoming issues, other news- 
making industry figures will. 
square off on controversial 


issues affecting oil marketers 


today. 


94 


*Divorcement will eliminate marginal stations. 
In addition, there should be less station build- 
ing for anticipated markets in 1980 and 2000.” 


are perpetuated by refinery subsidies. Such compe- 
tition allows even the capable dealer only enough 
to pay the lowest of salaries, which attract the 
poorest of unskilled labor. In a word, stations will 
become business enterprises rather than subsidized 
outlets. 

Certainly competition to secure the business of 
the aggressive retailer will be keen. No doubt the 
strong brand or franchise will tend to eliminate the 
weaker brand or franchise. However, a strong inde- 
pendent dealer community will build many strong 
private brands that will provide the smaller refiners 
with a ready market. 


OME OF THE PROBLEMS that bother the in- 

dustry most are (1) station overbuilding, 
(2) the squabble over commercial accounts, (3) 
antitrust persecution, and (4) bad public relations. 
Let’s look at these one at a time and see what 
marketing divorcement might do. 

Station Overbuilding—Divorcement will elimi- 
nate marginal stations. In addition, there should be 
less station building for anticipated markets in 1980 
and 2000. 

Commercial Accounts — Divorcement should 
eliminate the arguments over commercial accounts 
either one way or the other. This is a matter that 
should be studied and solved on the basis of the 
public interest. 

Antitrust Persecution—Virtually all of the in- 
dustry antitrust troubles arise out of competition 
of integrated giants with small business. Can a 
supplier resist pressuring his lessee-dealers to 
handle only his products where the supplier has a 
big investment in stations? Can a supplier afford 
not to give discriminatory prices to big-volume 
accounts? Can a supplier avoid all attempts at 
price control? 

Chaos is bound to occur in an economic atmos- 

(Continued on page 96) 
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Marketing Divorcement: 


N O p SAYS DOC JORDAN 


(Begins on page 91) 


middlemen in their setups—or, because of their 
more compact operations, would they find direct 
marketing more economical? Would they make a 
drive for commercial accounts held by jobbers? 

Question for dealers: Would there be a trend 
toward more company operation, for similar 
economic reasons? Would this trend leave less and 
less room for the independent dealers? 

Question for both jobbers and dealers: Would 
the new company’s management concentrate on a 
more aggressive program of new construction and 
more intensive competition? 

Hint. Look at the industry as it now stands. 

There are a number of large, successful companies 
engaged essentially in marketing. Many of these 
marketers have few, if any, jobbers selling the 
supplier’s brand. Would similar companies resulting 
from divorcement be any more likely to go the 
jobber route? Is this what the proponents of 
divorcement would offer as a cure-all? 
e Another possibility — perhaps not so likely 
as the first—would be the appearance of what we 
might call terminal marketers. These would be 
smaller than the regional or national outfits but 
far larger than most jobbers now in business—big 
enough to take over the integrated companies’ high 
investments in terminal facilities. 

Would the terminal marketer service jobbers and 
dealers in much the same way that the integrated 
company does today? Would he continue paint 
and sign programs, lubrication guides, training 
programs, merchandising aids, and other activities? 
Or would he merely sit there with the product, 
handing it over to anybody who came to buy it 
and haul it away? 

Would credit cards still be available to the public? 
It’s hard to see how hundreds of terminal operators 
could cooperate for a practical, smooth-working 
exchange of customer credit among themselves. 

Would the brand name survive? Or would the 
terminal operator choose to buy gasoline from 
several refiners and rebrand it all—or sell it un- 
branded? 

Would these terminal marketers go more and 
more into direct operation? The tendency in any 
marketing operation, in any industry, is to strive 
for greater efficiency in order to lower costs. Is 
there any reason to believe that terminal marketers 
wouldn’t do this—by making big deliveries to their 
own outlets and thus bypassing jobbers altogether? 

What about the properties beyond the terminal 
—the bulk plants, delivery equipment, and the 
service stations formerly owned or leased by the 
integrated company. If the terminal operator 
doesn’t want these properties beyond the terminal, 
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NPN Battleground 


“Some [dealers] say they want divorcement. 
W hat these dealers .. . want might be summed 
up [as] ‘Getting the supplier out of the station 
business’.”’ 


and if the jobber and the dealer can’t afford to 
buy them or lease them—then what? Is it possible 
that we may see a great increase in service station 
chains? Would this be an advantage for existing 
dealers or jobbers? 


B" NOW let’s take a look at a second main 

possible point of divorcement: between the 
wholesale level and the retail level. Presumably 
that would make all suppliers give up any interest 
what ever in service stations; and this would seem 
to apply to everybody from a small rural jobber 
supplying two or three stations to a large integrated 
company with 20,000 retail outlets. 

Okay: We'll divorce marketing at the retail level 
and see what we might get. 

Let's start with the dealers. Some say they want 
divorcement. What do they mean? They don’t 
specify. We can only guess. What these dealers 
appear to want might be summed up in these 
words: “Getting the supplier out of the station 
business.” 

Let’s assume the supplier is completely cut away 
from every phase of retail operation. He gives up 
all responsibility for real estate, stations, equipment 
—the works. Can the dealers take over that 
responsibility? Can they afford to buy their stations 
outright, or find help in financing them?* Can they 
get up the money for the equipment—lifts, com- 
pressors, pumps, and so on—that is required to 
carry on their business? Will property owners deal 
with them, make contracts with them, considering 
their individually limited resources? 

(Continued on page 96) 
*In one Shell division, fee stations were appraised and 
offered for sale to dealers at the appraised value. To date, 
no dealers have accepted—either because they expect a 
“bargain” price, or because they don’t have to invest as 


much under the existing setup, or simply because they're 
satisfied with a lessee arrangement 





NPN Battleground 


y ES (Begins on page 91) 


phere that compels wholesalers to make tremendous 
investments in land, buildings and equipment, 
which should be bought and maintained by retailers. 

No matter how moral the leadership of a fully 
integrated supplier may be, or hope to be, economic 
necessity and the complications of our modern 
business machine prevent that leadership from fol- 
lowing a policy of strict adherence to our antitrust 
laws. Only a clean break from marketing can 
accomplish compliance with the law, if that is the 
desire of the integrated refiner. 

Public Relations—The oil industry can never 
spend enough money to get good public relations 
so long as antitrust suits and cries of small business- 
men fill the air. Big business will be all by itself 
politically without small business. 

The oil industry lives in a glass house. Inter- 
national dealings and a world oil glut all mean the 
industry must develop real friends. Depletion al- 
lowance will not be saved by Madison Avenue 
tactics alone. 

Continuation of present integrated-company 
practices will bring divorcement; and it will be 
written by well-meaning government office holders 
acting on the advice of politicians, labor leaders, 
and dealer organizations, because the only advice 
available from refiners and jobbers is of a negative 
nature. 

The only safe path for the jobber to follow is 
to spend time, money, and effort accumulating 
data comparable to that available to integrated 
companies. With this information, the jobber must 
make constructive legislative suggestions to avoid 
going “down the drain” of government regulation 
—going down still declaring what he’s “against” 
and waving a false flag of free enterprise. 

Let us preserve that last bastion of the free en- 
terprise system by allocating the retail function to 
the small businessman. 

Will history repeat itself once again? The Stand- 
ard Oil trust thought it couldn’t happen. More 
recently, organized labor thought it couldn’t hap- 
pen. How much better off they both might have 
been if they had offered constructive suggestions 
on legislation to correct ills they knew full well 
existed. 

*It is the common fate of the indolent to see 
their rights fall prey to the active. The condi- 
tion upon which God hath granted man liberty 
is eternal vigilance; which condition if he breaks, 
servitude is at once the consequence of his 
crime and the punishment of his guilt. 

Our suppliers have been active in the halls of 
our legislative bodies. Can there be any doubt that 
jobbers should take a like interest in legislative 
matters pertaining to their economic well being? @ 


*John Philpot Curran—an Irish patriot. 
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Even assuming that every dealer could, somehow, 
acquire and keep his own station and equipment, 
would he be able to maintain it and keep it modern? 
Could he afford periodic paint jobs? Could he 
improve or move his facilities to accord with 
changing conditions in his market; movements of 
business centers, rerouting of streets and highways, 
and so on? Or would we see a progressive deteriora- 
tion of existing service-station units—an invitation 
to competing marketers to move in with bright, 
modern facilities? 

Who would provide the merchandising help that 
the dealer now gets from the integrated company? 
Could he pay for his own point-of-sale advertising, 
fitted to his own competitive needs? How could he 
extend credit-card facilities to his customers? 

I wonder whether the dealer who asks for 
divorcement has asked himself any of these ques- 
tions. Perhaps he has a more limited idea of 
divorcement; perhaps he feels that the supplier 
should continue to assume ali the obligations we 
have been talking about, but simply give up all 
salaried and commission service-station operation. 
But if this happened, how would that change things? 
If the supplying company gives up operation of 
its stations, won’t other dealers move in? What 
assurance does the first dealer have that the new 
competition won’t be more aggressive? 

As for the jobber, wouldn’t he be in a similar 
spot—no assured outlets of his own, buying from 
the terminals, putting the product through his 
storage, selling where he could from day to day? 
Wouldn’t he be running this unpromising venture 
in competition with retail chains—chains that sent 
transports right by his plant on their way to the 
terminal for product at tank-car prices? 


septs IT ALL UP, I do not see how divorce- 

ment can help anybody in the oil industry or 
any customer of the industry. I can see how it 
might hurt many. There are reasons to believe it 
would mean the end of many jobbers and dealers. 
It could lead to poorer service and higher prices 
to the public. 

We have operated for years in an atmosphere of 
freedom, with thousands of companies of all sorts 
and sizes maintaining the kind of healthy, dynamic 
balance that competition can provide. 

The organizations that survive and grow are the 
organizations with the strength and alertness to 
adjust to change. However, it is one thing to adjust 
to changes that come as a result of the workings of 
natural laws of economics. It is quite a different 
thing to try to adjust the laws by means of 
artificial changes. 

Before oilmen decide to try such changes they 
should ask themselves if the results would be 
for better or for worse. & 
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OUR liquid handlin ment will 
TERMINAL you iid unin gi yearn STORAGE 
vapor loss . . . operate with less mainte- TAN b 


EQUI —— nance cost . . . longer life—if it is en- 
gineered and sneielliaiend by Wheaton. EQUIPM ENT 


Over 67 years of experience have gone 
into the development—and continuing 

improvement—of Wheaton Fittings. This om aR. . 
is the basis of Wheaton quality—and the 
reason why so many oil and chemical 
LOADING companies standardize on Wheaton. 
VALVES Send today for new catalog which de- 
scribes the complete line of Wheaton 
Fittings, many of which have advanced 
features that can save money for you. 


woaton TRUCK TANK , ! 
ASSEMBLIES EQ U | PM ENT VENT 


VALVES 


Wheaton 
AUTOMATIC 


TANK GAUGES 4 
Wheaton % 
SLIDING TUBES AND 4 ' ke ous 
sPouTS ‘ yo te Yak When 
Wheaton a - Wheaten EMERGENCY VALVES 


SWING JOINTS : MULTIPLE VALVES ; Wheaton 
, fj GAUGE HATCHES 


Wheaton Sar heal 
Wheaton 


DOUBLE STEEL TRUCK TANK Wheaton - pili! Wheaton MID-POINT 


STEEL SWING JOINTS 
SWING JOINTS EMERGENCY VALVE EXTERNAL VALVES THERMOMETERS 
(FLANGED) (THREADED) FAUCETS OPERATORS 


Wheaton products are manufactured in brass, aluminum, steel, stainless steel and malleable iron, for petroleum, chemical and petrochemical specifications. 
WHEATON BRASS WORKS, UNION, N. J. 


Manufacturers of Loading Arm Assemblies, Swing Joints, Loading Valves, Storage Tank Fittings and Truck Tank Equipment 
For the Petroleum and Chemical Industries 


Foreign Monufacturers 


Emco Limited, London, Ontario, Canada * Emco Brass Mfg. Co. Limited, Margate, Kent, England 
Emco G.M.B.H., Allendorf, Germany * Ljungmans, Malmo, Sweden * Baza S.R.L., Buenos Aires, Argentina, S.A. 


pew Wheaton 


the best by every standard 
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Brief But Significant 


Jersey-Humble merger plans firm .. . Chrysler lowers oil-change recommendation ... 


Ethyl offers new additive . . . Tax bite swells .. . Crown Central's troubles continue 


Standard Oil (N. J.) and Humble 
Oil & Refining have entered into a 
definitive plan for the merger of 
Humble into Jersey, subject to the ap- 
proval of shareholders. Humble shares 
not held by Jersey will be converted 
into 1% shares of Jersey stock. 


SIGNIFICANCE: This merger is the first 
step in the previously announced plan 
for the ultimate consolidation of all 
producing, refining, marketing and 
marine operations of Jersey-affiliated 
companies in the U.S. for nationwide 
operation under unified management 
(NPN—Oct., p107). 


»Chrysler Corp. has dropped its oil- 
change recommendation on 1960 
models to 2,000 miles or two months 
for “average driving.” For several 
previous years, the recommendation 
has been 5,000 miles or three months, 
which is being retained in connection 
with cross-country driving. 


SIGNIFICANCE: Chrysler has been a 
major holdout for less-frequent oil 
changes. The new recommendation 
resembles the compromise intervals 
adopted by the API (NPN—June, 
p85). 


Only 27% of gasoline users have 
been buying their favorite brands for 
10 years or more, says Dr. Howard 
D. Hadley, research vice president 
of American Newspaper Publishers 
Assn.’s bureau of advertising. This 
was reported to the marketing re- 
search committee of the American 
Petroleum Institute. 


SIGNIFICANCE: Hadley says this indi- 
cates that much of oil’s brand adver- 
tising is convincing people who switch 
brands lightly but not people who tend 
to be loyal to a brand. 


PEthyl Corp. is now offering re- 
finers a new gasoline additive that 
combines lead and manganese. It’s 
called Motor 33 Mix. Ethyl says the 
product is the most effective anti- 
knock compound to be marketed 
since tetraethyl lead (TEL) was in- 
troduced in the early 1920s. 


SIGNIFICANCE: In fuels in which Motor 
33 Mix is most responsive, it will pro- 
vide octane numbers at a lower cost 
than is available either from TEL 
alone or from refinery processes, says 
Ethyl Corp. 





State Total 
state and 


federal 


Taxes 
asa 
percentage 

gasoline of retail 
taxes price* 
Alabama 11 50.2 


Arizona 9 39.3 
Arkansas 10.5 52.8 
California 10 50.2 
Colorado 10 43.7 
Connecticut 10 50.3 
Delaware 9 45.2 
Dist. of Col. 10 47.8 
Florida 11 55.3 
Georgia 10. 46.9 
Idaho 

Illinois 

Indiana 

Iowa 

Kansas 

Kentucky 

Louisiana 

Maine 

Maryland 

Massachusetts 

Michigan 

Minnesota 

Mississippi 

Missouri 

Montana 10 37.2 


Based on the price of regular-grade gasoline 





How Big Is the Gasoline Tax Bite Now? 


State Total Taxes 
state and asa 
federal percentage 
gasoline of retail 
taxes price* 
Nebraska 11 50.2 


Nevada 35.7 
New Hampshire $53 
New Jersey 45.2 
New Mexico 42.7 
New York 45.7 
North Carolina 52.6 
North Dakota 50.3 
Ohio ofa 
Oklahoma 46.9 
Oregon 38.6 
Pennsylvania 45.2 
Rhode Island 50.3 
South Carolina 52.6 
South Dakota 40.2 
Tennessee 55:3 
Texas 42.4 
Utah 40.2 
Vermont 43.0 
Virginia 50.3 
Washington a 38.3 
West Virginia 55.3 
Wisconsin 43.7 
Wyoming 34.7 

U. S. Average 47.0 








NATIONAL 


>The American Petroleum Institute’s 
publication, “The Quarterly,” for- 
merly for API members, has been 
made over into a public-appeal maga- 
zine. Called “Petroleum Today,” the 
periodical’s circulation will be boosted 
from 15,000 to 40,000. The extra dis- 
tribution is intended for libraries, 
thought-leader groups, colleges, uni- 
versities and others. 


SIGNIFICANCE: It’s another effort by 
the oil industry to make its public 
relations more effective. 


Federal gasoline-tax collections in 
fiscal 1958-59 were $1.7-billion, a 
rise of $64-million from the previous 
fiscal year. 
SIGNIFICANCE: This tax, already stag- 
gering, will jump significantly in the 
1959-60 fiscal year because of the new 
1¢ boost. (For a look at how the new 
tax affects prices nationwide, see table 
below.) 


Five integrated oil companies and 
two branded distributors are provid- 
ing 23 jobs for on-the-job training of 
students in Tulsa University’s degree 
program in petroleum marketing. 


SIGNIFICANCE: This is a boost for the 
program, which offers the only oil- 
marketing major in the U.S. but some 
25 more jobs are needed if an industry 
committee is to meet its commitments 
to the university. 


>The Oil Import Appeals Board has 
rejected Crown Central Petroleum’s 
appeal for increased crude alloca- 
tions. The board said Crown Central 
didn’t prove that its financial difficul- 
ties are due solely to import curbs. 


SIGNIFICANCE: S. K. Waters, Crown 
Central president, had warned he 
would recommend liquidation of the 
company unless losses could be ha'ted. 


Sinclair Research Laboratories has 
announced development of a_ nickel 
additive for motor oil. The product is 
said to prevent wear and resist rust 
and corrosion to a degree heretofore 
unattainable in motor oil. 


SIGNIFICANCE: This is the first time 
nickel has been used for this purpose, 
says Sinclair. The compound will be 
added to Sinclair’s Triple X Multi- 
Grade Motor Oil with no price in- 
crease. 
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““KEEP ON OILING. I'VE GOT TO GO INSIDE FOR A MINUTE." 


THE BRIGHTER SIDE... 


You're never left up in the air . . . when you are supplied ASHLAND OIL & 

by Ashland Oil & Refining Company. As the nation’s REFINING COMPANY 
largest independent supplier of petroleum products, Ash-  : Home Office: Ashland, Kentucky 
land Oil understands and respects your independence.  : 
Here are just a few of the benefits you get from a working 
agreement with us: 


ALTON, ILL., 528 Henry Street—BUFFALO, N. Y., 800 
Ellicott Square—CHICAGO, ILL., 6 N. Michigan Avenue 
CINCINNATI, 0., 1402 Federal Reserve Bank Bidg.— 


@ You get to do your job without interference. , CLARKSVILLE, IND., 214 Center Street—CLEVELAND, 0., 


@ You get effective merchandising plans and selling tools. * Standard Bldg —DETROIT, MICH., Dearborn P. 0. Box 
6025—EVANSVILLE, IND., 2500 Broadway—FINDLAY, 


e@ You get products of the highest quality . . . developed 
and test-proved by Ashland’s outstanding technical and 
engineering staff. 


0., P. 0. Box 210—FREEDOM, PA.—LOUISVILLE, KY., 
1202S. Third Street—-NASHVILLE, TENN., 5E. Main Street 


: . . PADUCAH, KY.—PITTSBURGH, PA., 711 Shields Bidg. 
For complete information on how Ashland’s sales pro- 


gram for independent marketers can benefit you . . . write, 





wire or phone us today! 


The Independent Supplier 44 Independents 
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Report No. 4 on trends in service station lighting 


Modernizing with dramatic new 
lights boosts gas and TBA sales 


A modern, well-lit service station attracts more custom- 
ers — helps increase sales of gasoline, oil, tires, batteries 
and accessories. These photographs illustrate how light- 
ing can be used dramatically in modernizing an older 
station, making it more attractive and inviting. 

The gracefully styled Revere Island Lighters used 
here give a pleasing, uncluttered look to this station. 
They provide high level, uniform lighting that attracts 
customers and makes it easy for attendants to service 


AFTER 


a ae 


(To obtain more data on advertised products see page 138) 


their cars. Attendants can see under the hood without 
flashlights to check oil, battery, fan belts, water 
hoses, and other items, increasing the opportunity 
for accessory sales. 

Revere makes a complete line of outdoor lighting 
equipment for service stations. Modernizing with 
Revere lighting improves your competitive position — 
makes your station more attractive and inviting and 
results in increased gallonage and TBA sales. 


NATIONAL PETROLEUM NEWS * November, 1959 





Revere service station components... 











No. 9700 Series Fiuorescent 
island Lighter 


Revere Island Lighters use VHO or SHO 
fluorescent lamps to provide high intensity 
lighting for easy under-the-hood servicing of 
automobiles. Upswept design spreads light 
beyond islands to light the service area uni- 
formly, and gives the installation a dramatic, 
modern look. Anodized aluminum construc- 
tion assures utmost protection and lasting 
beauty. Transformers operate cooler and last 
longer because they are housed separately 
from the lamps, allowing free air circulation. 
Revere Island Lighters are available in 6 or 
8-foot lengths. 


Write for Revere’s Outdoor Lighting Equipment catalog 



























































—_ No. 462-114 Octagonal 


Tapered Rigid Pole 





Octagonal pole equipped with 
bracket for mounting single 
Island Lighter, 14 feet in 
height. Has cast steel base 
11% inches square, with 14% 
inch slotted holes which allow 
an 8-inch to 11-inch bolt circle. 























No. 462-214 Octagonal 
Tapered Rigid Pole 


Octagonal pole equipped 
with bracket for mounting 
two Island Lighters. 





No. 462-314 Octagonal 
Tapered Rigid Pole 


Octagonal pole equipped 
with arms for mounting three 
Island Lighters. 


OUTDOOR LIGHTING 


Revere Electric Mfg. Co. « 


7420 Lehigh Ave. e Chicago 48, Ill. « SPring 4-1200 


Available in Canada thru Curtis Lighting, Ltd., Leaside, Toronto, Ontario 


November, 1959 + NATIONAL PETROLEUM NEWS 


(To obtain more data on advertised products see page 138) 








Electrically ‘ 5 
wed flaring pails 


nest to save storage and shipping costs! 
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9,000 vs. 3,000 
A boxcar holds 3 times as many 
flaring as straight-sided pails. 
Same 5-gal. capacity! 


Single seam construction 


gives leakproof protection 
for hard-to-hold products 
Continental’s new flaring pails are ideal for liquid roofing 
cements, paint and petroleum products, dry or powdered 
materials. Ask your Continental man for details. 


oo CONTINENTAL 
CAN COMPANY 





EASTERN Divisio 

100 E. 42nd eae, New York 17 
CENTRAL Divis 

135 So. La Salle "St, ‘Chicago 3 
PACLFIC DIVISION 

Russ Building, San Francisco 4 
CANADIAN DIVISION: 

790 Bay St., — Ont. 
CUBAN OFFic 

Apartado = £1709, Havana 
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Fuel Oil 


Roner Service: Need Your Own? 


This fuel-oil jobber says you do—or else you're not protecting your 
investment. Here's why he went into burner service himself . . . and how 


OR MORE THAN A YEAR, Gilleland Oil Co. has 

been in burner service with both feet. And Jim 
Gilleland, boss of the Shell heating-oil jobbership 
in Bellevue, Wash., likes it. 


Today Gilleland will tell you, “If you value 
your business, you’ve got to get into burner service 
yourself to protect your investment.” 

Up to September, 1958, Gilleland’s burner serv- 
ice was limping along on one foot. The jobber relied 
on outsiders not connected with any oil company 
to look after the heating comfort of his 1,600 home 
heating accounts. 

At best it was an unhappy arrangement. Accounts 
weren’t entirely satisfied, and with natural gas and 
electric heat going after the home heating market 
in his area, Gilleland knew he couldn’t ignore the 
situation any longer. So he replaced outsiders with 
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his own burner-service department, and although 
it’s a one-man operation, the quality of service is 
much improved. 


Why Service is Better Now 


With his own department, Gilleland says he has 
more complete control over the operation and 
knows more about the condition of his accounts’ 
heating plants than he did before. “It’s a much 
better deal for the accounts,” he adds. 

It’s also a much better deal for Gilleland and 
his heating-oil jobbership because: 

e@ He is competitive. Bellevue, a growing com- 
munity on the east side of Lake Washington, is only 
minutes from downtown Seattle. Among its new- 
comers are Seattle residents to whom Gillelar4 has 
sold the idea of doing business with a local hea, 





Fuel Oil 


(Begins on page 103) 


oil company—his. 

He was growing but he was finding that his rate 
of growth was slowing down because his burner 
service wasn’t as good as newcomers were accus- 
tomed to in Seattle. “I lost about 25 accounts a 
year to competitors back in Seattle. They went 
back to their former suppliers,” Gilleland says. 
“You work hard and think you’re way ahead but 
when you get the figures, your net gain in accounts 
isn’t as large as you thought.” With his own burner 
service department, Gilleland says he’s stopped 
losing business to Seattle. 

In soliciting new accounts, Gilleland can make 
the point—and back it up—that they will get as 
good service from him as they can from Seattle. 
And they can get it quicker. 

With his own service arm, Gilleland figures he 
can compete better against natural gas and electric 
heat. 

@ Service is centralized. “With my own depart- 
ment, customers are tied closer to me than they 
were before,” Gilleland says. Formerly accounts 
called as many as three different telephone numbers 
in an attempt to get service. Since each outsider 
worked for other oil companies in the area, service 
could be slow. 

Now accounts call his office when they want 
service. The call is relayed quickly to the service 
man. And Gilleland can tell an account about how 
long it will be before the service man can come. 

e He knows more about his accounts’ heating 
plants. “We keep records now of service calls, 
what’s wrong with the burner, and what parts were 
installed on what date, to show the whole service 
picture,” Gilleland adds. 

Under the old system, accounts could get as 
many as three different service men on successive 
calls, with none knowing exactly what previous 
work had been done or what the previous trouble 
had been. This often led to criticism of one man’s 
work by another service man and created doubt in 
the account’s mind on the ability of the mechanics 
handling Gilleland’s service work. 

@ He has control over service personnel. “I had 
no idea how these outsiders conducted themselves 
in an account’s home,” Gilleland says. “What 
shook me one day was a call I got from a woman 
to come to her home immediately. When I got 
there, I found the service man was drunk. I began 
to wonder how often such things happened and 
weren’t reported to me.” With his own service sys- 
tem, Gilleland is more certain that such episodes 
won't be repeated. 

@ He’s offering low-cost burner-service poli- 
cies. For $2 per month accounts get an annual 
policy that includes parts and labor. They paid 
extra for parts and labor under Gilleland’s former 
service operation, with payments being made direct 
to the outside mechanics. How much extra accounts 
paid for this work, Gilleland has no way of know- 


ing. He has about 10% of his accounts on service 
policies now and hopes to get as many as 300 
signed up this year. 


How Gilleland Changed Over 


Once Gilleland decided to get into burner serv- 
ice on his own, he had two ways of doing it: He 
could buy out one of the better independent burner 
mechanics in the area or dig up his own man for 
the job. 

He tried the first approach. “I talked to one of 
the sub-contractors several times, but I could 
never get him to give me a price for his business,” 
Gilleland says. 

Gilleland then looked over his own personnel, 
finally selected Merle Evetts, a driver on his pay- 
roll for four years. “I knew he was dependable, 
that he wasn’t afraid to make decisions on his own, 
and what’s more that he was willing to try,” Gille- 
land adds. 

Gilleland’s next step was to turn his truck 
driver into a burner mechanic. That chore was 
handed to the burner-service school conducted by 
Oil-Heat Institute of Washington. 

For 11 weeks Evetts attended burner school five 
days a week, learning about low- and high-pressure 
burners, pot-type burners, ignition systems, pumps, 
fans, motors, combustion chambers, and the like. 

While attending school, Evetts received his regu- 
lar weekly driver pay. Now that he’s a full-fledged 
burner man, Evetts weekly take home pay has 
gone up 50%. 

All told, Gilleland says getting into burner serv- 
ice, plus paying Evetts while at school, cost him 
about $1,400. Here’s the breakdown: 

e@ $275 for school tuition. With school in Seat- 
tle, extra-cost items such as room and board didn’t 
figure in Gilleland’s cost. Evetts came home nightly 
from classes. 

e@ $500 for a good, second-hand half-ton panel 
truck for service work. 

e $600 for tools and burner parts carried in 
the truck. 

So far, Gilleland stocks no burner parts in 
Bellevue. For one reason, there isn’t enough room 
in his office. For another, having his own inven- 
tory isn’t essential since a Seattle supply house is 
about 20 minutes away. 

But this sort of setup, Gilleland admits, is tem- 
porary. The jobber plans to sell his present bulk 
plant and office site (it’s located almost in the center 
of town and is valuable commercial property) and 
move elsewhere in Bellevue. There Gilleland plans 
to build a bigger office, one in which he’ll have 
room for stock. 

Gilleland has another expansion plan in mind. 
Since he has his own service department, he’s con- 
sidering selling and installing oil-heat equipment. 
That’s a possibility he’ll look at closer when he 
gets into his new plant. s 
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This is one of a series of ads which Gulf has addressed to tiiose who 
write and edit the news. It is reprinted here as a service of information. 





GULF PRESS CONFERENCE 


A service of Gulf Oil Corporation in the cause 
of creating—through the facts as we see them 


—a fuller understanding of the oil industry. 








The other face of world trade 


A surprising number of Americans—in this day of international and even 
outer-spatial limits—still think we ought to be padlocking our borders. 
To them, world trade is the villain of the piece. A give-with-no-get propo- 
sition. A threat to home markets. Happily, growing numbers of us are 
aware of world trade’s other face. A welcoming, productive, mutually 
profitable face. One we, in turn, should turn freely and fully to the world. 


Q. Why not live and let live? Why be- 
come heavily involved in world trade? 


A, We're already heavily involved. Take 
oil for example. (It happens to be the 
biggest single item in world trade with 
some 514% of the total value.) By 1957 
figures, the latest available, some 150 
American oil companies had $9 billion 
in direct private interests abroad. They 
held a direct interest in 64% of the Free 
World’s oil supply. 


Q. Don’t these interests concern, at most, 
a tiny minority of Americans? 


A. Not so. These American companies 
represented an estimated two million 
stockholders. And over the last two years, 
even this number has grown. 


Q. Does what you say for oil necessarily 
hold true for all our business? 


A. Judge for yourself. It’s true that our 
oil companies’ $9 billion was our largest 
private foreign investment. But—again 
in 1957—the U. S.’s total private invest- 
ment outside the country was a whop- 
ping $25 billion plus. 


Q. You've only talked investment. How 
much actual trading do we do? 


A. In 1957, we imported $13 billion in 
goods. We balanced that figure with $20 
billion in exports. When you compare 
the total with our Gross National Prod- 
uct for that year—$440 billion—our 
world trade can obviously stand some 
growing. But $33 billion in world trade 
is still a lot of money. 
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Q. The activity is impressive but what 
specifically was in it for us? 


A. Our investments gave us a measure 
of this. They yielded us a $3.4 billion 
return. However you figure it, that’s a 
healthy percentage of capital. And a good 
part of this return found its way into the 
pockets of America’s stockholders. 


Q. You seemed to suggest our world 
trade yields dividends beyond money. 


A, Yes it does. Bear in mind that Ameri- 
can investors will naturally seek out 
friendly countries. In doing so, they help 
develop the strength and stability of these 
allies. Our private interests further our 
national interests—and at no cost to the 
taxpayer. Over and above this, of course, 
the act of doing business itself adds to 
mutual knowledge and understanding. 


Q. Let’s focus on imports for the moment. 
As the richest country in the world, can’t 
we get by without them? 


A. Just run down the list of things we 
don’t have enough of. Iron ore, bauxite, 
tin, nickel, wood pulp, platinum, special 
minerals we use in the super-alloys of 
such items as our jet engines, many more. 
And a lot of us would be less than happy 
without such items as our coffee, tea, 
cocoa, spices, hides and furs. We still 
count on foreign sources for much of 
our newsprint, too. — 


Q. Are our governmental policies gen- 
erally helpful to our world trade? 


A, Yes and no. The government allows 
some tax advantages to U. S. corpora- 


tions that invest in the Western Hemis- 
phere. It usually exempts foreign earnings 
from double taxation. But our policies— 
and thus the effort they support—fall a 
lot short of our national competitors’. 


Q. Can you give us some example of the 
competitive effort we are facing? 


A. One might be the “common market” 
plan six of our European Allies are de- 
veloping. They've seen how, in our own 
industrial development, mass marketing 
has led to mass production and, hence, 
lowered prices. They are now lowering 
trade barriers so that, within a decade, 
none will exist. An Italian buyer, for ex- 
ample, will pay about the same price for 
a German car as the German will. 


Q. As a nation, what can we do to im- 
prove our world trading position? 


A. For one thing, we should rework our 
policies to a point where we are on a 
competitive par. That means exempting 
our companies from taxes on foreign 
earnings until they are returned to this 
country. This in itself would free money 
for reinvestment. And we should apply 
the tax exemptions which our Western 
Hemisphere companies enjoy to all of 
our outside U. S. investors. 


Q. Can we hope to match our competitor 
nations on the world price front? 


A. Hereagain, some reworking is needed. 
In spite of higher labor costs, strangely 
enough, a U. S.-made product often car- 
ries a lower price tag than the same item 
made abroad. To cite one reason, our 
labor, with its modern tools, is often 
more productive. But we have to inten- 
sify our efforts to hold the line on infla- 
tion, particularly on such basic costs as 
industrial power and energy. 


We welcome further questions and comment, 
Please address them to Gulf Oil Corp., 
Room 1300, Gulf Bldg., Pittsburgh 30, Pa. 
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Meter Register 


Ofolsilelial- haley al 
Strainer & air eliminator 





V/S/BLE POEGISTER 


M0000 4. 


GALLONS 


& TO EERO BEFORE EACH DELIVERY 





Quantity 
lofeT ah age) | 


Micro Adjustment 


T-70 Rotocycle Meter 
(70 gpm capacity) 


The more you look at it (and into it) 





-- the better it looks 
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NEW ROCKWELL ‘T-70”’ 
ROTOCVCLE TANK TRUCK METER 


(Rate of flow 14-70 gpm) 


Sized right, made right— 


to slip right into your trucks 


With three optional inlets and two optional 
outlets, no meter is easier to install than the 
Rockwell ““T-70.”” You can even make right 
or left hand settings without the need for 
extra parts. Hence, these newer, better meters 
will fit right into your truck compartments, 
either as new installations or replacements. 

Service accessibility is another big feature 
of the ‘“T-70.” The meter itself can be cleaned 
by removing only a few cap screws and pull- 
ing out the rotor from the front. 

The strainer and air eliminator share a 
common housing which is separate from the 
meter body. Both are fully accessible through 
hand hole plates. 

Automatic shut-off of predetermined quan- 


tities is completely shockproof thanks to a 
new “smooth closing’”’ system. You just dial 
the desired delivery, touch a lever and the 
meter will count down and close off the flow 
in easy stages as the zero point is reached. 

The meter is of the time proven Rotocycle 
design, now updated to include a new crank 
type rotor which greatly improves perform- 
ance. Calibrating this meter is a cinch—only 
a screw driver is required. 

The more you look at it—and into it—the 
better the Rockwell ‘““T-70”’ Rotocycle Tank 
Truck Meter looks. Ask for an eye-opening 
demonstration or write for bulletin OG-410. 
Rockwell Manufacturing Company, Pitts- 
burgh 8, Pa. 


ROTOCYCLE METERS 


ROCKWELL 
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THE NEW 


WéH 
9.0.48 whe 


TRUCK PUMP 


Model T-882, 2” — 80 GPM 


Model T-9125, 
21/,"" — 125 GPM 


ROTARY 
SLIDING VANES 
POSITIVE DISPLACEMENT 


PERMANENTLY LUBRICATED 
ANTI-FRICTION BEARINGS 


SPECIAL FEATURES: 


Free porting for unobstructed flow 
Permanently sealed anti-friction bear- 
ings — no lubrication necessary — 
ever. 

Flanged connections 

Long life trouble-free mechanical seals 
Pipe plugs for vacuum and pressure 
gages 

Thrust collars to minimize wear due 
to end thrust 


ADVANTAGES TO THE USER: 


Easy installation due to flanged con- 
nections 

Low maintenance results from per- 
manently lubricated sealed bearings, 
self adjusting vanes. — 

Quiet operation from close tolerance 
machining, quiet vanes, anti-friction 
bearings 

Low initial cost 

Optional rotation — easily reversible 


Write, wire or call for full details 


WILLIAMS & HUSSEY 
MACHINE CORP. 


MILFORD, NEW HAMPSHIRE 
TEL: MILFORD, N.H. 761 
ARR RINSE SOILS NRE PER AAR SATIS 


(To obtain more data on advertised products see page 138) 





| rate requires a 
| ground water level of the area is high, 
| the extra expense of eliminating wa- 
| ter from a deep pit can be greater 
| than the cost of the extra burner. 


| obtained 
| dual-head nozzles, but the pit under 








Fuel Oil 


Twin Burners: New Market? 


Here's how the ordinary No. 2 oil jobber can 
sell burners to institutions and industry 


TWIN OIL BURNERS in a single 
boiler are gaining wider acceptance 
in institutions and commercial and 
industrial plants, says Oil-Heat Insti- 
tute of America. 

Heating oil jobbers who sell and 
install oil-heat equipment may now 
be able to tap this market. 

In many cases, OHI says, two small 
burners will actually do a better over- 
all job than a larger burner. And 
some twin installations can be installed 
at less first cost than a big burner. 

OHI says that with twin burners, 
your accounts will be saving money 
on: 

e Installation: A large boiler using 
a burner with a high-capacity firing 
deep pit. If the 


The same total firing rate can be 
from twin burners’ with 


the boiler doesn’t have to be as deep 
as the one with the single burner. 

To handle a job that calls for a 
single burner of 30-gph capacity, 
OHI says, twin burners with dual 
nozzle heads, each with a 7.5-gph 
capacity, can be_ installed. 

e Parts: Twin-burner installations 
under 20-gph capacities generally 
have standard motors, transformers 
and pumps that are more readily 
available than parts for a_ larger 
burner. 

e Service: Twin burners are eas- 
ier to service because of their greater 
simplicity, says OHI. 

There’s an added advantage, OHI 
points out. When a larger burner 
fails, it generally means that your 
account may have to shut down his 
plant, losing production time. With a 
twin-burner installation, he has at 
least half of his boiler capacity to 
carry him over the emergency until 
the other burner is put back on 
stream. 





New York State’s department of 
standards and purchase will probably 
be paying more for kerosine, diesel, 
No. 2 and No. 6 oil this year. And 
it will have only itself to blame. 

The department says bids for sup- 
plying all state institutions in one 
county must be submitted on a one- 
price-per-county basis. 

Empire State Petroleum Assn. says 
this closes the door to a lot of small 
jobbers, and that larger jobbers seek- 
ing the business will necessarily 
have to increase their bid prices to 
cover uneconomic long hauls to other 
locations within the county. 


Sinclair and Sun are the first two 
major heating-oil suppliers to sign up 
for booth space at the oil-heat show 
to be held in New York City April 
4-7 in connection with the annual 
convention of Oil-Heat Institute of 
America. 


To reduce service calls the first 
cold day of the heating season, Auto 
Heat Corp., Shell heating-oil jobber 
in Port Washington, L. I., notified 
accounts before the heating season 
started to push the thermostat ahead 
in order to check the operation of 
the heating system. 





Memos for Fuel-Oil Men... 


>How safe is natural gas? Not very, 
says Toronto Chapter, Oil Heating 
Assn. of Canada. In the four years 
that natural gas has been available 
in Quebec and Ontario Provinces, 
gas blasts and fires have damaged 
more than $6-million in property, 
killed six persons and injured 80 
others, says the chapter. 

The group has all the facts, plus 
pictures and newspaper clippings, in 
a booklet it’s distributing to mem- 
bers, fire officials and newspapers. It 
says the situation is so bad that On- 
tario Fuel Board is probing engineer- 
ing and safety practices of all na- 
tural-gas distribution companies. 


>Oil-Heat Institute of Rochester, 
N.Y., has a new twist in its oil-heat- 
for-builders program (NPN—Sept. 
p 126). When one oil-heat-minded 
builder opened his new homes, OHI 
added 12 television spots to the reg- 
ular newspaper ad program, then 
invited other builders to attend. More 
than 1,500 persons inspected the 
model homes; the other builders were 
impressed with the turnout. Now 
OHI is telling them: “See how our 
advertising can draw people to your 
oil-heat homes.” 
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For Dependable Air Service 


If you use compressed air, you’ll do better with 

Brunner. The nearly forty jobs in garages, NEW WATER COOLED 

service stations and repair shops that depend on AIR COMPRESSORS ae 
compressed air are important jobs. Shut-down FOR j | 

on any one of them is costly . . . and such costly 

shut-down is what Brunner dependability has a 
been eliminating since 1906. 

Brunner air compressors are tailored to fit 
your layout in sizes % H.P. through 50 H.P., 
single and two stage models. There are hori- The new WJ and WK line is designed for 
zontal, vertical or remote tank jobs for “start- Truck Service, 10-15 Pit Large Car Dealers, 
stop” or continuous operation. Famous Brunner Refineries, Bulk Plants. In sizes from 10 H.P. 
“slow-speed” design cuts wear of moving parts through 30 H.P. Request Bulletin 763 for com- 
for longer life and dependable air supply. plete water cooled air compressor specifications. 


JUST OFF THE PRESS! Air Compressor 
Pocket-Guide full of facts for correct selection. 


; Send for your free Guide today. /DUNHAM/BUSH 
Ask for Form #771]. 
BRUNNER DIVISION 


AIR CONDITIONING + REFRIGERATION + HEATING + HEAT TRANSFER 


DUNHAM-BUSH, INC. west ——- CONNECTICUT + MICHIGAN CITY. INOIANA 


+ RIVERSIOE. CaLironmia 


WEST HARTFORD 10 e CONNECTICUT e¢ U. S. A. 
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Two New Additions 
to the Expanding Line of 


More than 
Two Million Eaton Axles 
in Trucks Today 


TANDEM AXLES 


Provide Famous Eaton Design 
in a Wider Range of Sizes 


Two new Eaton Tandem Axle models now extend 
the line of famous Eaton Tandems into a much wider 
range of vehicle capacities—from 38,000 Ibs. GVW to 
55,000 Ibs. GVW. 

Eaton Tandem Axles offer advantages not avail- 
able in other tandems. Included are important savings 
in weight and over-all length with no sacrifice of stam- 
ina. These operation-proven axles may be selected 


from Single Speed, 2-Speed, and Double Reduction 
types. The 2-Speed and Planetary Double Reduction 
models provide the many advantages of Eaton’s ex- 
clusive planetary gearing design—substantiated by 
billions of miles of economical, trouble-free service. 

Ask your truck dealer to explain the 10 big benefits 
you get with Eaton Tandem Axles—and how they 
can make your hauling operations more profitable. 





EATON 


110 





AXLE DIVISION 


MANUFACTURING COMPANY 


CLEVELAND, OHIO 


NATIONAL PETROLEUM NEWS * November, 1959 





Number 99 in a Series of Bulletins for the Petroleum Industry 


KWsS 


NOVEMBER-DECEMBER 1959 





New Du Pont 


Cartoon Movie 


Wins Friends for Refiners 








JOSEPH G. EVANS was recently appointed 
manager of the Cleveland district office 
of the Petroleum Chemicals Division. 
Mr. Evans, a native of Franklin, Penn- 
sylvania, was graduated from Texas 
A&M College with a bachelor of science 
degree in mechanical engineering and 
joined the Petroleum Chemicals Division 
of the Du Pont Company in December 
of 1951 as a sales service representative 
in Tulsa, Oklahoma. He was formerly 
associated with the Standard Stoker 
Company of Erie, Pennsylvania, as a 
development engineer, and later formed 
his own company handling specialized 
industrial and automotive lubricants. 
Mr. Evans spent five years as an offi- 
cer aboard submarines and destroyers in 
the Pacific area during World War II. 
Previous to his present assignment, 
Mr. Evans managed the San Francisco 
district office of the Petroleum Chemicals 
Division. He has had considerable expe- 
rience with refinery problems especially 
in connection with the handling of tetra- 
ethyl lead and other additives. He is a 
member of the American Society of 
Mechanical Engineers and the API. 


ADVERTISEMENT—Prepared for the Petroleum Chemicals Division of E. 1. du Pont de Nemours & Company (Inc.) 


OLOR BY TECHNICOLOR 


C 
ee 


Remember Aladdin's genie? He had 
nothing on the mighty-muscled genie who 
waits to serve mankind today in each 
gallon of gasoline. Aladdin had only to 
rub his lamp. Today's motorist has only to 
say ‘Fill ‘er up!’ 





To give gasoline even stronger muscles for 
the big jobs it must do, it is torn apart 
and put together again by reforming, poly- 
merization and alkylation. And, in spite of 
taxes of around 9¢ on every gallon, it is 
still one of our biggest bargains 


For thousands of years ‘‘Gasoline’’ 
remained hidden underground, waiting for 
that day in 1859 when ‘‘he'’ would be 
released. Even then the need for his 
strength was slow to develop. In 1898 
there were only 800 cars on the road 
Today there are more than 70 million cars 
and trucks 


Today, gasoline not only keeps car wheels 
turning, but also supplies the power for 
braking, for steering, for lighting the road, 
for blowing the horn, for radio music and 
news, for air conditioning . even for 
lighting a cigarette and activating power 
seats and power windows. 











“Gasoline is one of today’s biggest bar- 
gains”’ is the message left with the viewers 
of Du Pont’s newest cartoon movie, “Fill 
°Er Up!” Subtle, yet hard-hitting, it 
makes the point to your audience simply 
and unmistakably. It does an effective 
public relations job for you when shown 
to employees or local school, social and 
civic groups. 

The story of oil progress and, by impli- 
cation, your part in it is told entertain- 
ingly. As important as the story it tells, 
though, is the fact that it leaves your 
audiences with a warm and friendly feel- 





ing toward you as the sponsor as well as 
toward the whole oil industry. It leaves 
them with a new realization and appre- 
ciation of the important role played by 
the genie who comes from a gasoline 
pump— instead of a lamp. And it does 
all this in 12 minutes! 

Prints for your use are available at 
partial print cost or on extended loan 
through your Du Pont Petroleum Chemi- 
cals representative, or write to E. I. 
du Pont de Nemours & Co. (Inc.), 
Petroleum Chemicals Division, Wilming- 
ton 98, Delaware. 





DUPON 





Petroleum Laboratory 
Facilities Expanded 


Progress invariably involves change. 

So you'll find some changes being 
made at the Du Pont Petroleum Labora- 
tory at Deepwater, N. J. We are adding 
facilities so that we can keep pace with 
the increasing needs of the industry. Our 
intention is to improve the nature and 
scope of our service to customers. 

These pictures will give you some idea 
of what has taken place. 


Among the new facilities at our Petroleum Labo- 
ratory is this single-cylinder test engine room 
You will find six engines, complete with the 
newest instrumentation, here. 


Special projects, often undertaken in behalf of 
a customer, get the full attention of senior staff 
members who have ample room and facilities to 
work with their assistants in a new series of 
private labs recently added to the main 
Petroleum Laboratory 





Building a Flare Stack? 
How High Is 
‘‘High Enough?”’ 


How to figure ground level concentra- 
tions of toxic gases if the flare should be 
extinguished, where and when they might 
occur under different weather conditions 
are included in this important paper by 
F. T. Bodurtha, Jr. 

Mr. Bodurtha is consulting engineer 
with the Engineering Service Division of 
Du Pont’s Engineering Department. He 
consults on air pollution problems for 
existing and proposed new plants. 

‘Flare Stacks—How Tall ?” discloses 
the latest and most reliable methods for 
computing stack heights needed for ade- 
quate disposal of contaminants with or 
without flaring, and taking into con- 
sideration such essentials as velocity of 
flare gases, thermal rise, wind speed, 
density, and surrounding topography. 

A reprint of this paper, which appeared 
in the December 15, 1958 issue of Chemi- 
cal Engineering, can be obtained by writ- 
ing Petroleum Chemicals Division, E. I. 
du Pont de Nemours & Company (Inc.), 
Wilmington 98, Delaware. 














New TEL Sidetrack for Philadelphia Area 


The latest TEL sidetrack is on the Penn- 
sylvania Railroad at Philadelphia. Deliv- 
eries from it will be made at any hour, 
day or night, to meet your emergencies 
or sudden needs. 

Like the other 22 emergency shipping 
points, it will keep ample supplies of both 


_ SALES OFFICES- 


Chicago 3—8 So. Michigan Ave 
Cleveland 15—10! Prospect Ave 
Houston 2—705 Bank of Commerce Bidg 
Los Angeles 17—612 So. Flower St 
New York 20—45 Rockefeller Plaza 
Philadelphia 2—3 Penn Center Plaza 
Pittsburgh 22—1 Gateway Center 

San Francisco 4—111 Sutter St 
Seattle 3—4003 Aurora Ave MElrose 2-6977 
Tulsa 1—1811 So. Baltimore Ave LUther 5-5578 


In Canada—Du Pont of Canada Limited, Petroleum Chemi 
cals, 85 Eglinton Ave. East 

Toronto 12—Ontario HUdson 1-6461 
OTHER COUNTRIES: Petroleum Chemicals Division, Export 
Sales, Wilmington 98, Delaware, PRospect 4-2962 


RAndolph 6-8630 
MAin 1-3422 
CApitol 5-1151 
MAdison 4-1354 
COlumbus 5-2342 
LOcust 8-3531 
ATlantic 1-2933 
EXbrook 2-1934 





motor and aviation mix on hand. For 
less-than-tank-car quantities, order from 
the truck terminals at Carneys Point, 
N. J.; Antioch and El Monte, Calif.; 
Beaumont, Texas; and Ferndale, Wash. 
For more information, contact your 
nearest sales office. 





REG. U. 5. pat. OFF. 


Better Things for Better Living 
... through Chemistry 


Du Pont Tetraethyl Lead and other Petroleum Additives 


A-12207 


ADVERTISEMENT—Prepared for the Petroleum Chemicals Division of E. |. du Pont de Nemours & Company (Inc.) 


Printed in U.S.A. 





Special Report 
\ 





; I > 7. i j 
ay, 


Booming Discount Chains: 
How They Threaten You 


EW COMPETITION is coming from all directions. 

On one side, the food chains are busily preparing 
to grab for a slice of the oil marketing melon. On an- 
other, discount and mail-order houses are pulling off 
a slower — but even more serious — infiltration. Oil 
marketing by these chains, formerly centered mostly 
on the West Coast, is national now. Examples: 
® Fed-Mart, Southwest discount chain, sells up to 
700,000 gal. a month of high-octane gasoline — below 
the market — at one store. It owns its own oil company, 


(Continued on next page) 


November, 1959 * NATIONAL PETROLEUM NEWS 





Special Report 





HOW DISCOUNT CHAINS ARE MOVING IN ON OIL MARKETING 





f 


| 

} Chicago: 

| , Sears Roebuck, Montgomery Ward 
Seattle: t \ sell gasoline, TBA (Expanding) 


Gov-Mort, Valu-Mart 
sell gasoline, TBA 


San Raphael: 
MAC sells gasoline, a‘ 
TBA (Expanding) 


San Francisco: ————> 
GET sells gasoline, TBA 


San Mateo: 
U-Save sells gasoline, 
TBA (Expanding) 


Los Angeles: 
FEDCO sells gasoline, TBA 


Booming sales of gasoline, TBA at “closed door” discounters 


West Coast: 


Denver! 
G-0-L-0, GEM sell gasoline, 
TBA (Expanding) 





4 tlanta: 
Few discount houses 


Cleveland: 
Bargain Fair, Giant Tiger 
sell gasoline 


\ 
) 
ee 4 


New England: 
No large discounters 


New York: 
Masters plans to sell gasoline, TBA. 
Korvette says sale of gas is 


ar iS ) Yoosible 

Wo lerge New Jersey: 

discounters 2 Guys From Harrison negotiating 
with oil company. Bargain City, 


U.S.A. to sell gasoline, TBA 
(Expanding) 


Houston: 
Fed-Mart sells gasoline, 
TBA (Expanding) 








(Begins on page 113) 
has reputedly offered to supply Eastern super- 
markets with private brand gasoline. 

@ Gov-Mart of Seattle sells premium at 7.2¢ 
under the market and is looking for more outlets. 

e@ Bargain City U.S.A., an eastern chain, plans 
stations at 20 new stores to be opened by 1960. 

@ Masters, with stores scattered along the East 
Coast, plans service stations selling private-brand 
gasoline—and sees trading stamps redeemed for 
gasoline as a possible merchandising gimmick. 

e G.E.M. Stores, headquartered in Denver, 
uses gasoline as a customer “lure,” finds that even 
a 4¢ differential brings profits. G.E.M. plans more 
stations. 

@ Sears Roebuck now operates 80 stations, 
sells gasoline 2¢ under market as an “accommo- 
dation” to customers. 

e@ Montgomery Ward has 20 stores selling gaso- 
line, oil and TBA—all at discount prices. 

e@ U-Save, a West Coast chain, racks up gaso- 
line profits with a cut rate of 4¢-5¢ under market 
Oil and TBA sell at a 25% discount. 

These are just a few of the developments in the 
field. Other discounters are negotiating with sup- 
pliers. Most attribute any delay in entering the field 
to being “too busy to think about it—yet.” 


Why It’s Happening 

What’s behind the infiltration, now beginning to 
pick up momentum after years of slow growth? 

The discounters are frank. They first saw gaso- 
line as a loss leader, a “necessary evil” to lure con- 
sumers into store parking lots. When volume 
rocketed sales to the point where even cut-rate 
prices paid off, no one was more suprised than the 
discounters. The profits were unexpected gravy. So 
they did what they would do with any popular 
product—boosted inventory. 


TBA has long been established as a discount 


store regular. List prices are usually sliced 20%- 
25%. And it was TBA that brought mail order 
houses into the service station field. 

Chains like Montgomery Ward and Sears Roe- 
buck do a walloping trade in TBA, usually their 
own brands. Gasoline and service centers have fol- 
lowed naturally, though mail order houses seem 
less enthusiastic about gasoline than discounters. 

The discount or mail-order chain is similar to 
the supermarket chain in several ways. Both con- 
centrate on the principle of high volume-low profit 
sales. And both are moving rapidly in the direction 
of one stop shopping centers. 

The food chains are erecting huge, glossy shop- 
ping centers that add clothing, hardware, and other 
non-food items to their lines. The discount chains 
are building stores that are just as big and just as 
glossy—and are adding food and services to their 
regular lines of furniture and appliances. 

There are differences. Discounters claim they are 
moving more and more toward better service to the 
customer. This is opposed to the self-service policy 
of the food chains. Advertising, once neglected 
and sometimes even prohibited, is beginning to 
play a larger role for the discounters. While their 
advertising potential is great (Masters will spend 
$1,750,000 this year), it has a long way to travel 
to match the ad standards of the supermarkets. And 
the discounters (not the mail order houses) are far 
less conservative than the food chains. They move 
fast when they spot a good thing, depend less on 
watching the competition for good merchandising 
ideas. 


What The Discount Chains Are Doing 


Discounters now prefer to be known as discount 
department stores; most of them prefer to forget 
the not-so-distant days when they were “‘schlocks.” 
These were second-floor or loft operations where 
appliances were sold over a board counter at prices 
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quoted in a whisper. The big, slick stores now 
going up in the suburbs are a far cry from the lofts. 


Typical of the discount department store opera- 
tions is E. J. Korvette, a chain with headquarters 
in New York and 15 stores: four city “stores,” 
three city “department stores,” six suburban de- 
partment stores, two supermarkets in the suburbs, 
and two more suburban department stores to open 
this month. Eleven years ago the firm began with 
one man (Eugene Ferkauf) and $4,000. In 1958 
the chain grossed $105-million—a 49% increase 
over the preceding year. This year the total take 
is expected to hit $150-million. 

Service stations? “We have such extensive plans 
for our department stores at the moment that we 
are left with no time for plans involving gasoline. 
We now sell oil and accessories and it is entirely 
feasible that gas will come into the picture.” 


Masters, Korvette’s leading competition on the 
East Coast (it grosses $40-million annually) has 
already made its decision on service stations. A 
120,000 sq. ft. store to be opened on Route 22 in 
New Jersey will include a service station. 


“I think food and gasoline are essential to a 
one-stop shopping operation,” says Stephen Mas- 
ters, president. “All our stores have moved in this 
direction. All the new ones will include a service 
station selling our own brand of premium gasoline. 
We will not do repairs. 


“We can present gasoline better than the service 
stations. We feel the gasoline retailers are caught 
in a mold set by the major oil companies. We’re 
not fettered by ironclad concepts. For example, we 
might set up a freezer by the gasoline pump and 
sell ice cream by the gallon. The oil company won’t 
do this. 


“We're interested in trading stamps. We see this 
as a deal where trading stamps may be redeemed 
for gasoline.” 


Three of the nine Masters stores (strung out 
along the East Coast from Connecticut to Florida) 
now sell batteries and accessories. Tires have been 
excluded because of space limitations. There will 
be no such limitations at the new stores. 


Supplier for the Masters service stations is “a 
Texas oil firm” with which the chain is still 
negotiating. 

With 10 stores in the New Jersey, Pennsylvania, 
and D. C., Bargain City, U.S.A., plans 20 more 
by 1960. A Philadelphia store and one near 
Camden already include service stations. And ne- 
gotiations are under way with “a major oil com- 
pany” to supply premium and regular private label 
gasoline for 8-pump stations which will be erected 
at all the new stores. The oil company would op- 
erate the stations as part of “Service City, U.S.A.”, 
and would be grouped with laundries, dry cleaners, 
laundromats, and shoe repair stores. 


“We believe one-stop shopping is the future of 
merchandising. Having everything under one roof 
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Lays It on the Line 


“WE’LL MURDER SOME OF THESE OIL BOYS. 
They're 20 years behind the times. Just some of the 
ideas which came up at our planning session the other 


day are unheard of in oil merchandising today—in-store 
television, for example. Gas is a commodity that has to 
be merchandised and we're the boys to do it. It can 
be a money-maker. 
“We'll open 28 stations under a private label. We'll 
spend up to $75,000 to equip them, sell only gas and 
i specialize 


oil so as to . A percentage of sales will be 
allocated for advertising and promotion. We look for a 


potential of 7,500 cars a day, 40,000 weekly. 
“I think we're better merchants than the gasoline men. 


Our customer audience changes every day. We must 
create excitement by merchandising, because we live 
in an ere of sameness. We're going to make 


_ quite a splash in this field.” 
he, ; 


encourages family shopping. This is a move back to 
the old general store, that’s all,” says Sol Morgan- 
stern, director of store operations. “We're not a 
schlock operation. We’re going to emphasize serv- 
ice and appearance more and more.” 

All Bargain City, U.S.A., stores now include an 
auto accessory department. Leases have just been 
signed with Dayton Rubber Co. so that tires will 
be added to the lines. 

With 18 stores and 3 big (220,000 sq. ft.) new 
ones making their debut, 2 Guys From Harrison 
sees one-stop shopping and “highway selling” as 
the key to the future. 

Allen Pasko, director of advertising, says: “We 
have been negotiating with some of the major oil 
companies for the past year. It will be a private 
label gasoline. We can convert to service stations a 
lot more easily than the supermarkets—we have 
20 acres to play with. And our parking lots can 
hold an average of 1,500 cars.” 


2 Guys From Harrison already handles auto ac- 





Special Report 





(Begins on page 113) 


cessories. “We even sell automobiles, now .. . 
largely foreign and small models.” 

Boom in the West—While the East and Mid- 
west discount houses are just beginning to discover 
the service station operation, Western and South- 
west discount business is booming. Here the serv- 
ice station is an integral part of most discount de- 
partment stores. 

Perhaps the largest and most sensational chain 
is Fed-Mart, with headquarters in Houston. 

Fed-Mart started when the government tightened 
up on PX sales. It started on the West Coast, now 
has stores in Arizona, California, and Texas. Like 
most West Coast discount chains, it has a “closed 
door” policy. This means, in Fed-Mart’s case, that 
use of the stores is restricted to city, state, county, 
and federal employees; members of the armed 
forces, including active reservists; and members of 
non-profit organizations. The restriction is eased 
by the fact that each member may bring three guests 
into the stores. The membership is large—the Hous- 
ton, Texas, store has 27,000 members. 

Fed-Mart admits that service stations were origi- 
nally added to the stores to lure customers. The 
profit that resulted from the gasoline sales was a 
pleasant surprise. One station now sells up to 700,- 
000 gallons monthly. 

The Houston station sells 101.8 octane product 
at regular market price. Its monthly gas volume is 
about 200,000 gallons, most of it fill-ups. 

It has six driveways for gasoline, with six twin 
pumps. Another driveway is a self-service track 
where the driver adds his own air, water, cleans his 
own windshield. The station crew fills gasoline, 
checks oil, and makes change only. Even the oil 
check is eliminated in rush hours. The station stocks 
3,500 tires in addition to batteries, accessories. 

Gasoline is supplied by the chain’s own oil com- 
pany, Reid Oil, which it purchased for West Coast 
and Texas operations. It is reported that Fed-Mart 
has offered to supply gasoline to eastern supermar- 
ket chains such as Grand Union. 

Heading up Fed-Mart’s petroleum marketing 
phase is Ed Fortique, formerly of Eastern States 
Petroleum. 


A similar operation is FEDCO (Federal Em- 
ployees Distributing Co.) in Los Angeles. Here an 
8-pump station sells ethyl at 3¢ under market to 
members who pay $2 for a card. Only in operation 
four months, the station was added as a “service 
to customers.” Monthly gallonage is about 50,000. 

In San Mateo, California, U-Save stores are ex- 
panding a 12-pump station that can no longer han- 
dle the volume. Regular and top quality ethyl are 
sold at 4-5¢ under market. Oil is sold at a 25% 
discount, as is TBA. 

In San Francisco, G.E.T. (Government Em- 
ployees Together) operates a 12-pump, 30,000- 
sq.-ft. station. It sells private brand gasoline at 5¢ 
below market, TBA at a 20% discount. Says man- 


ager Morris Bernsteiu: “We're in it not only for 
the profit, but as a service to round out the facilities 
of the store for the customer.” Government em- 
ployees pay $2 for membership. 

Denver discounters say they're offering gasoline 
as a loss leader— initially. 

“We added the gas pumps because we felt they 
would pull more customers and contribute to our 
over-all volume,” says a G.E.M. (Government Em- 
ployees Mart) spokesman. “There’s no doubt that 
the gasoline service has improved customer satis- 
faction. We’re certainly including service stations in 
our expansion plans.” 

G.E.M. sells both premium and regular private 
label gasoline at 4¢ under market. 

Another Denver chain, G-O-L-O, sells private 
label gas at 3¢ under the going rate in a depressed 
market. “Our membership is encouraged to buy 
everything they can from us so it was only natura] 
that we’d offer them gasoline. We started into the 
service station business as a necessary evil, but now 
we find it is a big contribution to customer satis- 
faction. It helped us take advantage of a good 
location.” 

Sharpest cutting of rates is done at Gov-Mart in 
Seattle, where premium sells at 7.2¢ under market. 
This discounter boasts 75,000 members. A 16- 
pump station cannot handle volume, leading the 
company to plan other outlets. 

Another Seattle chain, Valu-Mart, was originally 
built for employees of the local Boeing aircraft 
factory, now sells membership cards for $1. Here 
13 pumps sell premium at less than market prices. 

Most western chains are closed-door houses re- 
quiring a membership card. Discounters claim this 
keeps membership restricted, bringing customers 
from scattered locations and causing less of a drain 
on local retailers. 

Irate competitors, however, say membership re- 
quirements are extremely loose. They also feel that 
membership cards for which the consumer must 
pay $1-$2 have a psychological affect: The con- 
sumer thinks he must get his money’s worth by 
using the service of the discount house. 


What Mail-Order Houses Are Doing 

Activity among the mail order houses has been 
more conservative. 

More than 80 of the 200 Sears Roebuck stores 
include service stations where private brand gas- 
oline is sold at about 2¢ under market. Private 
labels include All-State, Cross Country, and Atlas. 

Sears officials vigorously deny reports that the 
company is considering dropping gasoline as un- 
profitable. They point to new stores in Kentucky 
and Los Angeles that include gasoline service sta- 
tions. But in Jacksonville, Fla., a Sears man says, 
“We handle gasoline only as an accommodation. 
Our real money is in TBA.” 

The Jacksonville station is typical. Occupying 
20,000 sq. ft., it has 8 pumps at the front and side 
of a TBA store. Atlas gasoline, both premium and 
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SOME TYPICAL 
DISCOUNT CHAIN 
'INFILTRATORS' 


(See Cover) 


PARKING LOTS filled with potential 
customers may have sparked Masters’ 
decision to open service stations at 
stores (above). 


MAIL-ORDER houses, like Sears Roe- 
buck (left center), bank heavily on 
TBA sales, deny waning interest in 
“profitless” gasoline sales. 


CLOSED-DOOR discount chain, Fed- 
Mart (right center), sells up to 700,- 
000 gallons a month at one station, 


owns an oil company. 


OPEN-DOOR discounter, Bargain City, 
U.S.A., (below), plans chain of “Serv- 


ice Center, U.S.A.” operations, cou- 
pling service stations with laundro- 
mats, dry cleaners, shoe repair stores. 


regular, is sold at 2¢ under market. The service area 
can handle 30 cars at a time. No major maintenance 
is done. 

Service stations play a large part in Montgomery 
Ward’s $500-million expansion program. More than 
20 large stores are now under construction, many of 
them with service stations. These will supplement 
the 400 stations already operated by Wards at its 
stores. 

“New and modernized service stations will con- 
tribute substantially to increases in the company’s 
total tire and auto supply sales volume in 1959,” 
says J. R. Sebastian, tire merchandise manager. His 
statement reflects the mail-order house’s primary 
interest in TBA sales. Markup is higher on TBA, 
and the houses supply their own. 


How Oil Marketers Will Be Hit 


Like the food chains, the discounters pose a 
real threat to oil marketers. When a discount sta- 
tion moves into a trading area, it (1) cuts into every- 
one’s slice of the pie; (2) may shake the price struc- 
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ture; (3) diminishes brand impact, especially if the 
discount house is well known. 

The rise of the discounters is an offshoot of the 
growth of private brands since World War II. But 
the discounters threaten to outstrip conventional 
private branders in physical facilities, breadth of 
operations and low price levels. Discounters say 
frankly that they expect tooth-and-nail price wars 
with private branders because they'll be pricing be- 
low even private-brand levels. The discounters say 
they’re not worried. They believe their volume 
business will pull them through even on the slim- 
mest of margins. 

This aspect of discount competition scares most 
oil men. It has even scared some majors who 
traditionally sell unbranded but won’t do business 
with discount houses or food chains. 

This has posed a supply problem for the chains. 
But even if supply contracts can’t be arranged with 
the majors, there are plenty of independent refiners 
that need the business. And there’s still a general 
oversupply in the industry. 

“That’s the trouble with the industry,” says a 








From ‘schlock’ to $150-million-a-year business: that’s the story of E. J. Korvette. They’re not selling gasoline—yet. 


(Begins on page 113) 
major marketing executive. “Too much product 
around. Otherwise these guys wouldn’t be able to 
expand so easily. 

“We won’t supply them. Food Fair approached 
us and we told ’em to go to hell.” 

Squeeze Play?—Many distributors are appre- 
hensive that a few majors may not resist the tempta- 
tions offered by the discounters’ big volumes. They 
see the discount trend as a dangerous squeeze play 
on branded jobbers and station operators. 

“If the oil companies are going to solicit that 
trade it will be a great tragedy,” says jobber Simon 
Dimet of Simon Oil Co., Niagara Falls, N.Y. “The 
oil companies are the only ones who can curtail it. 

“The oil distributor has his capital invested in 
one or two items. The discount stores handle thou- 
sands. They can afford to take a loss on gasoline. 
We can’t. If you add more repair work at service 
stations you’re turning it into a garage. The oper- 
ator can’t concentrate on gasoline. 

“I don’t think oversupply caused this trend. The 
oil companies are very greedy. This may mean the 
end of the distributor.” 

Benjamin Kirschner of Kirschner Bros. Oil Co., 
Philadelphia, agrees that small independent refin- 
eries help foster discount operations. “There are 
a lot of those refineries on the West Coast where 
this thing is booming. You don’t have that here on 
the East Coast. Though we have had inquiry after 
inquiry, our policy is adamant: no unbranded sup- 
plying. 

“And this is just another unbranded operation. 
They'll eventually reach the saturation point. But 
we'll feel it in the meantime. 

“I think fair trade is a bust. You get a good loca- 
tion and then the unbrandeds move in and sell four 
or five times as much gasoline. I don’t think the 
majors should supply these people, but they do. 

“It’s a supply situation more than anything else. 
And the majors are wising up. Unbrandeds are a 
small part of their sales but they see it hitting their 
own stations.” 

B. L. Ray, vice-president of Esso Standard Oil, 
agrees that one cause of the trend is oversupply. 
“But it could also be the result of individual com- 
panies having more capacity than market outlets. 
-We’re not interested in this type of market. Our 
primary duty is to our branded dealer. 

W. S. Shipley, IT, Shipley-Humble Oil Co., York, 


Pa., also questions the effectiveness of gasoline as 
just another shopping center product. “A success- 
ful loss leader is one that will pull them into the 
store. The parking lot isn’t the store. 

“It will hurt us, at any rate. Some majors are 
not strongly represented in certain areas, so they’d 
be willing to unload gasoline in those areas.” 

Shell’s vice president in charge of marketing, 
J. G. Jordan, sees the possibility of dealer organi- 
zations taking legal action. “They'll probably bring 
suit under the Robinson-Patman Act,” says Jordan. 

“IT don’t think oversupply is the reason behind 
this. This has been used as the fallacious support 
for an unsound philosophy. We will not supply 
these people. 

“The principle is not new. It’s reminiscent of 
the first independents. . . . The discount stores will 
find this calls for somebody to underwrite them. 
The suppliers who would underwrite this are liqui- 
dating their own business. 

“Tt wouldn’t surprise me to see branded operators 
begin to sell groceries at cost.” 

Willard W. Wright, marketing vice president of 
Sun Oil, reminds oil marketers that there are good 
retail merchants in the oil industry. “But certainly 
any marketer has to watch these trends. If someone 
can market gas more cheaply they may eventually 
set a pattern. We have to be alert all the time. We 
have to be willing to change our methods with 
considerable speed.” 

G. L. Werly, general manager of domestic mar- 
keting at Mobil Oil sees the situation this way: “Any 
competition of this form could be a threat. It’s 
simply another form of price competition. 

“If the discount houses go in for service to the 
customer they'll become a different type of opera- 
tion. They'll face the problem of labor expense. 

“Better merchandisers than oil men? That’s their 
opinion. Admittedly, their talents and experience 
make them more efficient than some oil men, but we 
have a basic knowledge of automotives which they 
don’t. We know the problems of the driver. 

“T have always felt that any marketing operation 
which tried to crucify another industry to obtain 
success would eventually run its course. They’re 
trying to use the oil industry to their own selfish 
advantage and it will only work so long.” « 


IN NEXT MONTH'S ISSUE: How oil marketers can meet the 
growing competition of the 1960’s. 
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Merchandising 





STOCKPILE is in station office. D’Allesandro ordered 





——— 


HOT - HOMEMADE | 


PIZZA 
PIE 


HAWKING PIZZA, dealer 
D’Allesandro mounts sign 





1,115 pizzas to celebrate anniversary of station 


WAY TO SALES is through customer’s stomach, dealer 
finds. Hoods went up while motorists chomped on pies 


Station Turns Pizzeria 


TALK ABOUT diversification—Phila- 
delphia dealer Vincent D’Allesandro 
and his boys turned pizza slingers to 
celebrate the sixth anniversary of 
D’Allesandro’s Atlantic station. 
D’Allesandro bought 1,115 pizza 
pies (partially precooked and individu- 
ally packaged) for 35¢ each. They 
presented a pie to every customer. The 
pizza package contained a pastry shell, 
a bag of sauce and a bag of moz- 
zarella cheese; customers simply 
heated the pies for 15 minutes to 


brown the crust and melt the cheese. 

During the promotion, hostesses 
also served hot pizza snacks to all 
ccmers. Two large trays of the pies 
—actually cooked elsewhere—were 
kept hot in the station office by a 
heat lamp. 

D’Allesandro promoted the event 
with a big window sign, an island 
banner and a large curb sign. He and 
his employes wore chef’s caps and 
white uniforms to complete the pic- 
ture. 





Merchandising Memos... 





PHilton’s universal credit card 
company, “Carte Blanche,” favors 
the idea of a single credit card for 
the oil industry (NPN—Aug, p168), 
reports a major-company marketing 
executive. And Hilton, he says, 
would like to be the one to handle 
it. 


Sound slide films are a 2-1 choice 
over movies for dealer training ses- 
sions, says American Visuals Corp. 
American Visuals polled 1,500 oil 
marketing executives, sales and mer- 
chandising men to come up with 
the finding. 

Purpose of the survey was to 
guide a client with $30,000 to spend 
on a training aid. Specifically, here’s 
how the respondents voted: 

@ 240 preferred a 30-min. movie. 

e 290 preferred a 6-min. movie 
plus five 15-min. sound slide films. 

e 230 preferred six 15-min. 





sound | slide leader’s 
guides. 


Totals: Slides 520, movies 240. 


Does the economy-run idea pay 
off promotionally? Like Mobil Oil, 
Speedway Petroleum Corp. seems to 
think so. With American Motors, the 
Michigan marketer sponsored a 652- 
mile run this fall, gave a prize for 
the closest guess at the economy 
car’s mileage. More than 41,000 en- 
tries were received. The winner got 
a new Rambler American and 500 
gal. of Speedway 79 gasoline. 


films plus 


Oil companies have a good slice 
of pro football TV sponsorship this 
year, with representation in six of 
eleven National Football League 
cities: New York (Shell), Washing- 
ton (American Oil), Detroit 
(Speedway), Chicago and Green 
Bay (Standard), Los Angeles and 
San Francisco (Union). 
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I 
A Contamination-Free Product 


Protect puntps, 














No. 187 
Bottom Outlet 


No. 187-F 
Bottom opening 
type. 125 pound 


Top outlet type. 
5 pound. 


ul 
4 
No. 487-F 


Top outlet type 
flanged. 200 pound. 


No. 387-F 
Top outlet type 
flanged. 125 pound. 


OPW Line Strainers remove 
dirt, scale, rust and other solids 
from liquids flowing in any pipe 
line system. This positive screen- 
ing-out process protects and pro- 
longs life of pumps, meters, 
loading valves, and mechanical 
equipment. Pipe-snug fit of cage 
and screen, plus larger than pipe 
size screen area, assures free 
and complete flow of product 
through strainer. Screens can be 
quickly and easily removed for 
periodic check-ups, cleaning and 
replacement. 

Bulletin F-36R gives full details on sizes, 
styles, screen mesh, etc. Write today. 


CORPORATION 


2735 Colerain ore PHONE 
Cincinnati 25, Ohio! KI 1-5400 


(To obtain more data on advertised products see page 138) 





BY GORMAN-RUPP ft NEW PUMP FOR 
BULK DELIVERIES FROM BIG RIGS 


140 to 400 GPM—another in the famous family of Gorman-Rupp Centrifugal Pumps That Prime. No 
check valve. Positive priming. Designed for trouble-free delivery into bulk plant tank, for aircraft ground 
service or wherever high capacity and pressure is required. See your Gorman-Rupp Dealer today. 


THE GORMAN-RUPP COMPANY 
305 Bowman Street . Mansfield, Ohio 


MODEL O3HI-GL or GR 
140 to 400 GPM. Helical 
oRmed hake mmen-t-Ua-Malaleda-t- 0-1 
power take-off RPM's 4.2 
times. P.T.O. speed range 
of 600 to 1000 RPM, de- 
pending on pump pres- 
sure desired. 
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Bulk Plants and Terminals 
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to inflating 


After certain preparations have been made, it’s blown up in a few minutes by a fan, provid'ng economical storage 


Air House: Storage in Minutes 


[' YOU NEED MORE covered storage in your yard, 

you can get it up fast—in five minutes if certain 
preparations have been made—by using an air 
house. 

It’s what Esso Standard Oil Co. did at its 
Bayonne, N. J., refinery when more protected stor- 
age was needed for drum goods awaiting shipment. 

The air house is basically a big, tough balloon 
kept inflated by a blower. 


How You Save 

From start to finish, an air house can be ready 
in less than a day. It’s cheaper than conventional 
structures. You save on: 

e Cost of Foundation. The air house sits on 
rough ground, asphalt or concrete wherever you 
have room to spare in your yard. 


By CORNELIUS BRODERSEN 


Associate Editor 
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@ Cost of Construction. An air house costs 
about $1.50 per sq. ft. to build. Conventional con- 
struction may cost four to six times more in your 
area. Esso paid about $5,000 for its 40x80-ft. air 
house and figures a conventional warehouse of the 
same size would have run $20,000-$25,000. 

e@ Labor Cost. The air house is so easy to 
put up that your own men can handle the job. 

@ Maintenance. The air house needs no paint- 
ing, is fireproof, has no windows, requires no heat- 
ing plant or electrical system. Materials are strong 
—repairs easy. 

@ Taxes. In many areas, portable buildings— 
that’s what an air house is—are in the same class 
as mobile homes (house trailers), which are not 
included in assessed valuations, the basis on which 
your real-estate taxes are figured. 

The air house can stand up to 75-mph winds, 
even though there are no visible means of support. 

(Continued on page 123) 
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SENTINEL BATTERY SEPARATORS 


Ordinary separators have 
embossed ribs. U.S. Sentinel 
Separators have extruded 
ribs, which are integral parts 
of the separator. This is a 
patented feature. 


Here’s why Sentinel Separators cut down on adjustments: 


@ Premature failures of Sentinel* Separators are unknown. They therefore prolong the life 
of plates. 


@ U.S. Sentinel’s ribs are an inseparable part of the separator. 
@ The flat back slows down the sulphation that occurs under self discharge at high tem- 
peratures. 

SENTINEL SEPARATORS ARE ENGINEERED FOR THE LIFE OF THE BATTERY 


The additional months of battery life made possible by U.S. Sentinel Separators far more 
than offset their slightly higher cost. Patented 


Mechanical Goods Division 


WORLD'S LARGEST MANUFACTURER OF INDUSTRIAL RUBBER PRODUCTS 


Rockefeller Center, New York 20, N.Y. In Canada: Dominion Rubber Company, Ltd. 
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Esso bought its air house from Eastern Marine 
Products Corp., New Rochelle, N. Y. This com- 
pany says air houses come in almost any size, 
from a 20x30-ft. model that’s 10 ft. high to a 
60x140-ft. air house that’s 30 ft. high. 


A 20x30-ft. air house costs $675-$819. A 
40x80 model costs $4,800-$5,200 and a 60x120 
unit costs $9,000-$9,500. 

Costs vary within each size depending on ma- 
terials used. The basic and least expensive material 
is fire-resistant nylon, which can be covered with 
vinyl, a- plastic, or neoprene or hypalon, both 
synthetic rubbers. 

Each unit comes with spring-loaded doors (4x8- 
ft.) at one end. Esso’s model has 6x8-ft. doors on 
both ends. 


What Keeps the House Up 


Air pressure is the only support. There are no 
interior structural members. You get clear floor 
space. Esso has about 3,000 sq. ft. of floor space, 
stores about 900 drums in four tiers. 


Esso’s air house is “supported” by an ILG 
Electric Ventilator Co. fan powered by a 3-hp 
General Electric motor. The unit pushes 9,000 cu. 
ft. of air per minute into the house with pressure 
at 0.4-lb. per sq. in. 


The smaller unit has a %-hp motor hooked to 
a fan that pumps 1,800 cu. ft. of air per minute, 
and the 60x120-ft. air house comes with two 3-hp 
units with a capacity of 18,000 cu. ft. of air per 
minute. 


While electric motors are used on Esso’s instal- 
lation, a small gasoline-driven motor or a small 
diesel-powered motor can be used. 


Should the fan and motor shut off because of 
power failure, the air in the house will support it 
for about two hours. With power restored, it will 
take about five minutes to inflate an air house of 
the type Esso has. 


If what you store in your air house can be kept 
for prolonged periods without any withdrawals 
from or additions to your inventory, you can shut 
off the fan and motor and deflate the house. Your 
stock will still be protected from the weather. 


What Holds the House Down 


Although you are continually pumping air into 
the structure, it won’t over-inflate because there’s 
a small weather-protected vent in the roof to ex- 
haust air. The air house stays ground-bound be- 
cause it’s anchored. 


Esso holds its air house down with a series of 
clamps that fit over a 2-in. steel rod inserted in 
the bottom outer edge of the house during its 
“construction.” Bolts anchored in concrete hold 
the clamps in place. Digging the holes, pouring 
concrete and waiting for it to dry—also waiting 
for clear weather in which to work—added about 
a week’s time to the air house’s construction. 
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Bulk Plants and Terminals 





This unit gives Esso about 3,000 sq. ft. of floor space, 
stores about 900 drums in four tiers. Cost: about $5,000 


te, 
¥ . ee — 


Air pressure is the air house’s only support. Esso’s model 
is inflated with a fan driven by a 3-hp electric motor 


The air house can be tied down other ways. 
Eastern Marine says %-in. studs can be “shot” 
into the ground with an air hammer at a rate of 
about 60 per hour. Then bolts can be used to 
keep the clamps securely over the steel rod. Each 
stud, Eastern Marine adds, can stand a 6,000-Ib. 
pull. 

You can use sand inside an 18-in. diameter 
tube around the base of the air house. Or you 
can tie the air house to the ground with cables. & 





© Three dominant elements of 
Mobil’s emblem are used as 
structural features in this 
new design. Object: to make 
the station itself an emblem 


New Concept: Stations Become 


HREE DOMINANT SYMBOLS of Socony Mobil Oil 

Co.’s marketing emblem have been incorpor- 
ated as architectural elements in an airy tropical 
station design. 

The design, featuring a free-standing canopy for 
weather protection, is Mobil’s first radical depar- 
ture in station architecture in years. What makes 
it unusual is that the canopy and other architec- 
tural features are used to give the station itself 
the appearance of an enormous Mobil emblem. 

Mobil Oil Co. de Venezuela recently inaugurated 
the first of these “emblem” stations in Puerto La 
Cruz. Several are being built in Africa. Although 
primarily developed for tropical climates, the de- 
sign—or elements of it—may be introduced in 
some parts of the U.S. 


“Our stations of the new type will be their own 
best billboards,” says Howard Bird Jr., a Mobil 
regional executive. 

This is the latest step in an emblem moderniza- 
tion program launched three years ago by Socony 
Mobil. The emblem was the work of Peter Schlad- 
ermundt Associates, New York, as was the idea 
to design stations to resemble the emblem. 

As Mobil sees it, the new concept represents 
the third major service-station trend in the half- 
century of gasoline marketing. 

e In the first, the pump and sign alone identified 
the product, since the station itself was often a 
nondescript general store. 

e@ In the second, following World War II, lots 
became bigger, stations took on a “sanitized” 
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Ideas in Stations 





Cine 6 err 


X 2 


Huge Signs 


look, gleaming white and promising clean rest- 
rooms. 

@ In the third, Mobil’s emblem stations identify 
the basic station design itself with the company’s 
products. 

Venezuela was chosen as a proving ground for 
the first emblem stations because this South Ameri- 
can country has developed a world reputation for 
its advanced architecture. Mobil de Venezuela 
entered the gasoline market two years ago and is 
driving for deeper market penetration. To gain 
fast public acceptance, Mobil marketers felt they 
needed signs that would be both bold and modern. 
Within the emblem concept, they turned the task 
over to Venezuelan architects and engineers. 


The high gallonage of gasoline outlets in Ven- 
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In a variation of the idea, the canopy tip goes with the 
company name to form an enormous Mobil sign 


ezuela justifies a relatively greater station invest- 
ment. An average Venezuelan outlet often sells 
five times the monthly gallonage of its counterpart 
in the United States. 


What ‘Emblem’ Stations Cost 


Three basic models of the emblem station are 
offered: V-1, a small station without canopy; V-2 
(see pictures), with single canopy; and V-3, for 
corner locations, with double canopy. 

Average cost of the stations in Venezuela, where 
building is expensive, is: V-1, $36,000; V-2, $57,- 
000; V-3, $75,000—plus $9,000 for equipment in 
each case. 

In the V-2, the 34x96-ft. canopy accounts for 
$12,000 of the cost. 

The canopy is made either of reinforced thin- 
shell concrete feathered out to a thin edge or of 
painted steel box panels over a steel frame. Fluo- 
rescent lights are set flush with the underside of the 
canopy, behind frosted glass. 

Considerable flexibility is possible in the design 
of the station building. Those in Puerto La Cruz 
are of concrete-block construction with extensive 
use of ventilating blocks in the upper walls for air 
circulation. 

Bays can be located conventionally at the drive- 
way or toward the side or rear of the building, 
depending on the lot. Rear or side access is pre- 
ferable in Venezuela because wash and lube work 
(accounting for about one-third of a station’s 
gross income) is usually done by different people. 

At the pioneer emblem station in Puerto La 
Cruz, the basic V-2 design is modified by shifting 
the lube bays towards the rear to make room at 
the front for a space rented out as a lunch room. 
This is a characteristic of Venezuela, where some 
40% of all service stations are tied in with lunch 
rooms, soda fountains or shops. 

Optimum lot size for the emblem stations is 
about 20,000 sq. ft., with a frontage of 150 to 200 
ft. 

Mobil reports dealers are attracted by the new 
design, as well as by the company’s policy of as- 
signing each operator a trading area in which no 
other Mobil stations will be built. Although such a 
policy is not unknown in the U.S., Mobil is the 
first company to introduce it in Venezuela. Ld 
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FTS ANY MODEL OR 
FRAME DESIGN 


WAYNE 


OMI BRSAT 
LIFT 


Small cars... long cars... sports cars... standard 
cars... light trucks... this new Wayne Universal 

lifts them all without extra adapters or 

troublesome adjustments. 

Sturdy arms swing out to fit every type car. Lift is 
narrow (27%"’ wide) and low enough (4%4"" high) to 
allow all cars to drive over it... wide enough 

(88’’ extended) to accommodate widest frames... 
four position pads fit all heights. 

WAYNE UNIVERSAL LIFT is the finest, positive contact, 
quick lift to speed lubrications, oil changes, repair work 
and tire service. Write for new data book to ) 
The WAYNE PUMP COMPANY, Div. Symington Wayne 
Corp., Salisbury, Md. Wayne Pump Canada, 

Limited, Toronto, Ontario. 
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By DONALD MacDONALD 


Latest newcomer to the burgeoning 
list of American-built compact cars 
is M-E-L Division’s Comet. It will 
be sold by Mercury dealers this 
spring as a 1961 model. 

The front-engined car has a 114-in. 
wheelbase, is powered by the same 
overhead-valve six now used in stand- 
ard-sized Fords and Edsels. A 292- 
cu.-in. V-8 will be optional. It will 
be of conventional cast iron con- 
struction; probably the six will be, too. 

Basic body structure of the Falcon 
will be used, in two- and four-door 
sedan and four-door station-wagon 
form. Front and rear sheet metal 
will be extended, bringing over-all 
length to 195 in. Width will be 70 in. 
The car is described as highly styled, 
will be more luxurious and therefore 
more costly than the Falcon. 

This is the car long rumored as the 
Edsel “B,” and later as the Cougar. 
Introduction will be timed to match 
GM’s forthcoming aluminum, front- 
engined V-8 compact car to be 
marketed next spring by Buick, 
Oldsmobile and Pontiac Dealers. 


>The new crop of cars contain no 
innovations that will seriously upset 
normal service routine. 

Chrysler’s Valiant features an 
alternator-rectifier unit that replaces 
the conventional D-C generator. The 
six transistorized diodes in the rectifier 
act as one-way valves to change the 
A-C pulsations to 12-volt D-C. 

Brush life in this unit should be 
greatly prolonged as they ride on a 
smooth slip-ring rather than a serrated 
commutator. 

The system also eliminates the most 
troublesome unit in the otherwise 
conventional voltage regulator—the 
reverse-current relay. A similar system 
will be used on Imperial passenger 
cars and Ford heavy duty trucks. 

Tire pressures in the Corvair’s 
special 6.50x13, low-profile tires will 
be critical. But the same tire, used 
on the Falcon and Valiant, is not so 
sensitive. All prominent tire makers 
will build this size and type. 

Air suspension has all but disap- 
peared; Cadillac with its high-income 
clientele is alone in offering it. 


>It will be at least next year before 
any popular make will feature lube- 
less fittings, and Detroit is now in- 
clined to meet the oil industry at 
least half-way in setting up realistic 
service intervals. 





Tires-Batteries-Accessories 





TIRE SALES of Cosden almost doubled in five years, rose 45% in the past year, due partly to an exclusive Mansfield franchise 


How to Sell a Short TBA Line 


Here's a three-point policy that's enabled Cosden to 
boost TBA sales two and a half times in five years: 


PRIZES encourage salesmen to push 
TBA. “We have to bid for the territory 
salesmen’s time,” says John Rudeseal 
(left), Cosden TBA manager. “They are 
primarily gasoline and oil salesmen. We 
have to give them some incentive to get 
them to push our merchandise.” 


@ Help jobbers operate on small inventory. 


@ Offer them a bonus on annual TBA volume. 
@ Give your salesmen special TBA incentives. 


> OSDEN PETROLEUM has increased 
its annual TBA dollar volume 
from $418,172.35 to $1,007,624.70 
in five years by pushing various 
incentive selling programs and urging 
jobbers to keep their inventories 
down. 

Such a policy is about as difficult 
to carry out as it sounds, especially 
when a company is faced with the 
problems of delivering in the vast 
expanses Of West Texas and New 
Mexico. 

Cosden’s point of view is that its 
jobbers are primarily in the gasoline 
and oil business. It looks on TBA 
as a profitable plus business for its 
distributors, so long as they don’t 
get Over-extended on capital invest- 
ments. 

When a jobber does get overstocked, 
Cosden’s people figure, he becomes 
discouraged. Sometimes he gets dis- 
gruntled not only with TBA but also 
with his entire business. 

“We don’t oversell our jobbers,” 
says Cosden’s TBA manager John 
Rudeseal, “because we don’t wish to 
get them in trouble with big invest- 
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ments they can’t afford. We feel that 
if we push too much TBA on a 
jobber, we are hurting ourselves as 
much as him in the long run.” 
Rudeseal doesn’t mean he doesn’t 
try to sell TBA. His department, 
which utilizes Cosden’s regular light- 
oils field sales force to merchandise 
TBA, is aggressive. He just tries to 
keep this aggressiveness in bounds. 


Key: Fast Turnover 


This note of caution can be seen 
in the small number of TBA items 
Cosden handles—Manfield tires, X-Sel 
batteries, AC spark plugs and filters, 
and Prestone antifreeze. 

These are fast-turnover items, Rude- 
seal believes. Others may be added in 
the future, but they'll be selected on 
the basis of how fast they move. 
“You can get loaded down with items 
subject to quick obsolescence, and then 
you really have a problem,” he says. 

Rudeseal wants fast turnover and 
low inventory for Cosden as well as 
for its jobbers. 

His department carries an inventory 
that seldom exceeds $150,000. Inven- 
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Tires—Batteries—Accessories 





tory is turned over every 45 to 60 
days. 

Deliveries are made direct from 
manufacturer to distributor whenever 
possible. Jobbers can order batteries 
direct from the manufacturer in 
Dallas if they order in batches of 
five or more. Orders received by 
X-Sel by 3 p.m. are delivered the 
following morning. 

Tires, which account for the bulk 
of Cosden’s TBA business ($627,- 
498.60 for fiscal year ending May, 
1959, compared with $334,644.93 


for year ending May, 1954) are 
usually channeled to jobbers through 
Cosden’s supply points at Big Spring, 
Hawley, Wichita Falls and Arlington. 

On rush orders, these points try to 
get requests received by 4 p.m. out 
that night, usually by common carrier. 

But fast delivery is a problem for 
Cosden because of the tremendous 
distances between cities and towns in 
West Texas and New Mexico. This, 
of course, makes it doubly tough for 
Rudeseal to carry out the policy of 
not overstocking jobbers. 





ETELCO 
RESTIGE LIGHTING 


DOESN’T COST—IT 


Pays! 


graceful Contemporary Design gives you, for 
the first time, perimeter and area lighting 

os that adds to the quality appearance of your 
stations—both day and night 


@ Ageless functional beauty lasts as long us the high quality 
materials used in V-1 construction, True design, not 
gimmicks, has made V-1 so popular in the best of stations. 


@ Brighter light source and better distribution curves. V-1 uses 
2 or 4 Power groove, VHO, SHO, or High Output lamps. 


Luminaires 6’ or 8’. 


© Specially designed Petelco V-Lite poles 9’, 12’, 14’, 17’. 


@ Ask about Petelco’s famous free 


Lighting Layout Service. 


4 


ETELCO, inc. 


2640-G Roosevelt Road e« Broadview, Illinois 
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To overcome this as much as 
possible, Cosden field salesmen are 
scheduled to hit their particular areas 
a week in advance of the company’s 
TBA delivery van. They work with 
the jobbers, ordering the TBA they 
need. 

In addition, orders sent in too far 
ahead of the van schedule are de- 
livered either when transport gasoline 
deliveries are made, or they are 
shipped by common carrier. 


How Incentives Sell TBA 

The average Cosden jobber carries 
an inventory of about $1,500 in TBA, 
Rudeseal says. Only two carry really 
sizable stocks, and $10,000 each. 

When a jobber is carrying just a 
$1,500 TBA inventory (about the 
maximum his supplier thinks he ought 
to handle), it would seem a company 
salesman would have quite a hurdle 
to overcome. But low inventories 
don’t necessarily mean low sales, 
Rudeseal believes. 

In cooperation with the various 
TBA manufacturers, he keeps incen- 
tive programs working at both the 
company and jobber sales levels. 

“We have to bid for the territory 
salesman’s time,” he says. “They are 
primarily gasoline and oil salesmen. 
We have to give them some incentive 
to get them to push our merchandise.” 

The incentive consists of various 
contests, usually conducted on a co- 
operative basis with TBA manufac- 
turers. 

One favorite is a point system deal 
on tire volume sales. A salesman gets 
a certain number of points for sales 
that can be cashed in for either money 
or prizes. 

This one is usually conducted on 
tires, and some particular tire that 
the company wants pushed will bring 
more points than others. For instance, 
hard-to-sell truck tires may give the 
salesman more points than a fast- 
moving passenger tire. 

Tire contests are usually held in 
the spring and summer and batteries 
and antifreeze in the fall and winter. 


Bonus for Jobbers 

At the jobber level, various incen- 
tives are offered which on one hand 
will help the distributor keep his 
capital investment down, and on the 
other encourage him to merchandise 
TBA. 

Cosden offers its jobbers a 30-60- 
90 day budget plan on purchases. 
This means the company puts in a 
three-month stock. The jobber then 
can pay one third in 30 days, another 
third in 60, and the balance in 90 days. 

To encourage volume sales, the 

(Continued on page 131) 
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A CREDIT T0 YOUR COMMUNITY. 


Going up—the horizon-hugging Trimline by Stran-Steel, newest 
demonstration of consistent leadership in the development of 
fine steel buildings. Leadership that has also brought to pre- 
engineered structures another outstanding hallmark: Stran- 
Satin Color . . . factory-applied protective coatings—in blue, 
green, rose, bronze, white, gray or any combination. 
Practical? Yes! You get enduring beauty and baked-on extra 
weather protection at a cost usually less than one cent per 
dollar of building cost. 


But there’s more to Stran-Steel buildings than meets the eye. 
Take the contemporary new Trimline—designed especially for 


Dept. NPN-42 


STRAN-STEEL CORPORATION 


Detroit 29, Michigan ¢« Division of 


s 


DEALERS EVERY WHERE NATIONAL STEEL (ll CORPORATION 


may / 


Trimline building being erected for John H. Dulany & Son, Inc., Fruitland, Maryland 


. AN ASSET TO YOUR BUSINESS 


supermarkets, warehouses, bowling alleys and a broad range 
of commercial, industrial and farm uses. Low in initial cost, 
low in upkeep, its low-pitch roof lowers heating and cooling 
costs. Its safety engineered all-steel framework stands up to 
extremes of stress and strain and its column-free interior gives 
you optimum space for your dollar. 

Details of layout, erection and financing (which requires only 
25% initial ‘investment with balance over five years) are 
quickly handled by your Stran-Steel dealer. He is listed in the 
Yellow Pages under Steel Buildings or Buildings-Steel. Contact 
him now for more information or mail the coupon. 


Stran-Steel Corporation, Dept. NPN-42—Detroit 26, Michigan 

Please send complete literature on Commercial and Industrial 
Buildings in Stran-Satin Color. I’m interested in a building 
approximately ft. to be used 


Title 
Company Phone 
Address County 


City ee 








LC M-7-N-X METER GIVES YOU ALL THESE FEATURES © 


Top Accuracy: The M-7-N-X meter assembly has an air-actuated check valve to prevent air from 
affecting meter accuracy and an air eliminator to remove air from the system. Meets the require- 
ments of the “Split Compartment'' Test for all high-speed fuel oil delivery tank trucks. 

Fastest Possible Flow Rate: Discharge flow may be triggered from full throttle to trickle without 
adjusting the check valve or regulating truck engine speed. M-7-N-X is completely independent of 
pump pressure, pump efficiency, and discharge rate. Even the diameter of the fill pipe and size 
of vents do not affect meter's performance. 

Economical Installation: M-7-N-X is an integral unit requiring no external piping or connections. 
Installation cost is low. 

Rock-bottom Maintenance: Complete elimination of air by the M-7-N-X assures efficient pump per- 
formance at lower pressures. Equipment is not unnecessarily burdened—maintenance is minimized. 
PERFORMANCE GUARANTEED! Order a new Liquid Controls M-7-N-X Meter Assembly to- 
day. Test it. Compare it with any other fuel oil meter. We guarantee its performance to be as stated. 


*The M-7-N-X Meter Assembly consis! al GPM meter, pre-set, printer, 
inte pre-set valve t r, air el afor, ar actuated check-valve. Specifi 


fa 


vilable 


LIaguio 


LIQUID CONTROLS CORPORATION 


Commonwealth Avenue, North Chicago, Illinois 


C 0 N T R 0 L S$ LC Meters...engineered for precision measuring of petroleum and commercial liquids 
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TBA 
(Begins on page 127) 


company has a graduated volume 
bonus plan for jobbers. They can earn 
cash bonuses ranging as high as 10% 
on their total annual purchases from 
Cosden. Volume bonus checks are 
sent to the jobbers at the end of the 
year. 

This plan helps, too, in keeping the 
jobber buying from Cosden. He thinks 
twice before accepting “all the various 
kinds of special deals floating around” 
from other TBA suppliers, Rudeseal 
says. 

Cosden participates in cooperative 
advertising and promotion 50-50 with 
Mansfield and other manufacturers 
but does little special promotion work 
on its own. It also offers a 50-50 
cooperative advertising program to 
jobbers and dealers, up to 1% of the 
distributor’s total volume. 

Dealers can sell TBA handled by 
Cosden on 90-day deferred payment 
plan. On purchases over $50, they 
can Offer six-month payment on 
Cosden credit cards. 


Depending on Jobbers 


Cosden doesn’t do a great deal of 
dealer promotion or training work in 
TBA. It does give them occasional 
programs offered by manufacturers. 

“Until now, we have depended 
principally on our jobbers to help 
their dealers promote and sell TBA,” 
says Rudeseal. “We are trying to 
work in a dealer training program 
but haven’t yet. We are trying to call 
on them more. 

“Our jobbers, however, still have to 
do most of the training. And, various 
ones Offer plans to their dealers to 
get them to sell.” 

Rudeseal has one inflexible policy 
that he thinks accounts for part of 
his department’s success. He won't, 
except in one or two exceptional cases, 
sell TBA direct in competition with 
his jobbers. 

And Mansfield tires are handled in 
West Texas exclusively by Cosden, 
except for a few hardware stores. 
This, he believes, accounts partly for 
the company’s tire sales growth. 

Besides almost doubling volume in 
five years, Cosden in its fiscal year 
expanded its tire dollar volume from 
$434,033.30 to $627,498.60. 

Looking at the company’s TBA 
operations as a whole, Rudeseal sets 
a goal of increasing annual volume 
$250,000 each year. 

He thinks that with more training 
and promotion programs the company 
can meet that goal in the future. But 
in meeting it, he still doesn’t want to 
burden Cosden jobbers down with 
big investments in inventories. ® 








uantity Control 


Use Saybolt Inspection Service 
Available at the Principal 


Petroleum Ports 


E.W. SAYBOLT & CO., INC. 


GENERAL HEADQUARTERS — 265 BAYWAY, ELIZABETH 2, N. J. 


Gulf Coast Division West Coast Division 
120 Oil & Gas Bidg. 115 Avalon Blvd. 
Houston, Texas Wilmington, Calif. 











ALL MAKES...ALL MODELS 
Gaskets and Packings 


for SERVICE STATION 
DISPENSING & HYDRAULIC EQUIPMENT! 


Includes: 
Meter Leathers * Diaphragms * Stem Packings 

FREE equeement Hose Washers * Visa Gauge Gas Kit Sets 

H Meter Gas Kit Sets « All Types of Gaskets 

CAT ALOG Gasoline Lube & Kerosene Pump Leathers 
Hydraulic Hoist Packings * Discs for Pump Nozzles 

Z Nozzle Disc Assortment ¢ Gas Kit Sets® 
Write today: Retractor Hose Cable & Attachment 


SEARLE LEATHER & PACKING CO. 2105 N. Marianna Ave., Los Angeles 32, P.O. Box 32188 
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TOUGH - 
BUT NOT 


MUSCLE-BOUND! 


hermoic 


A petroleum hose needn’t be a brute 
to be tough. That’s what’s good 
about Thermoid-Quaker Fuelmaster 
—it’s highly flexible and kink-resis- 
tant without being too tough to 
handle. But it lasts and lasts under 
the most severe weather and operat- 
ing conditions. 


Reinforced with tightly-braided 
high-tensile rayon cords in two- or 
three-braid construction, Fuelmaster 


Fuelmaster Hose 


has an extra-thick neoprene cover to 
withstand heavy abrasive wear. A 
static wire braided into the carcass 
can be grounded. 


Use Fuelmaster as a fuel-oil, diesel- 
fuel, or gasoline hose. 1’’to114’’I.D., 
lengths of 100 to 175 feet. Ask your 
Thermoid distributor for Fuel- 
master, or write to Thermoid Division, 
H. K. Porter Company, Inc., Tacony 
& Comly Sts., Philadelphia 24, Pa. 


|) DIVISION 


ace? 


H.K. PORTER COMPANY, INC. 


PORTER SERVES INDUSTRY: with Rubber and Friction Products—THERMOID DIVISION; Electrical Equipment — 

DELTA-STAR ELECTRIC DIVISION, NATIONAL ELECTRIC DIVISION; Specialty Alloys — RIVERSIDE-ALLOY METAL 

DIVISION; Refractories—REFRACTORIES DIVISION; Electric Furnace Steel— CONNORS STEEL DIVISION, VULCAN- KIDD 

STEEL DIVISION; Fabricated Products—DISSTON DIVISION, FORGE AND FITTINGS DIVISION, LESCHEN WIRE ROPE 

DIVISION, MOULDINGS DIVISION, H. K. PORTER COMPANY de MEXICO, S. A.; and in Canada, Refractories, “Disston” 
Tools, “Federal” Wires and Cables, ““Nepcoduct” Systems—H. K. PORTER COMPANY (CANADA) LTD. 
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By FRANK STURTEVANT 


How to make the most 
of the new dual price 
on glycol antifreeze 


ANTIFREEZE over-the-counter sales 
at service stations seem slated for an 
increase this season whether oil com- 
panies want it or not. Many dealers 
have signs up advertising the new 
$2.39 gal. carry-away price adopted 
for glycol antifreeze by the leading 
fair-traded brands. That alone will 
bring in some over-the-counter busi- 
ness. 

Oil companies, and dealers too for 
that matter, are strong for the $3.25 
gal. installed price. It’s futile for 
stations to compete with all the stores 
that sell the many cut-price antifreeze 
brands available today. 

It’s those cut-price brands that 
have won sO many carowners over 
to do-it-yourself antifreeze installa- 
tion. Nearly all the cut-price brands 
are glycol, or permanent-type, be- 
cause that constitutes better than 80% 
of the demand. In recent years gly- 
col has been widely offered at less 
than $2 gal., compared with the serv- 
ice station price of $3.25 gal. in- 
stalled. 

Counter-attack — While this has 
been going on the manufacturers of 
the nationally advertised glycol 
brands—Peak, Pyro, Prestone and 
Zerex—have been unable to stop 
bootlegging of their own fair-traded 
products. This year for the first time 
they’re trying to meet the situation 
by offering two fair-traded prices: 
$3.25 installed, $2.39 cash-and-carry. 

Although the oil companies have 
followed suit, either by way of fair 
trade or by suggested retail prices, 
they are all de-emphasizing the $2.39 
cash-and-carry price. Instead they’re 
featuring installation service in all of 
their promotion material, in an effort 
to sell the public on the importance 
of thorough cooling system inspec- 
tion at the time the antifreeze is in- 
stalled. 

“We've put the $2.39 price in the 
price list,” says one TBA manager, 
“but there’s no reference to it in our 

(Continued on page 161) 


PETROLEUM NEWS «+ November, 1959 





FOR 10 YEARS Standard of Indiana has consistently used all-porcelain prefabs like this typical two-bay unit 


Porcelain Stations: A Trend? 


More oil companies are buying all-porcelain prefabs than ever before. 
The chief reason: a desire for better stations with less maintenance. 
That's the upshot of a nationwide survey by NPN. Here’s what it means 


RENDS IN STATIONS are hard to pin down. 

Differences in climate and regional customs are 
a strong factor in curbing any broad trends. But 
as trends go in this field, there’s a noticeable ex- 
pansion in the use of all-porcelain prefabs. 

A prefabricated station can be of various mate- 
rials and systems of construction, but those with 
a permanent porcelain enamel surface cost more 
than those with a merely painted finish. Paint pre- 
dominates in California, where 90% of the new 
stations are steel prefabs. Only Shell and Texaco 
are consistent users of porcelain there. 


Why Steel’s Popular in the West 


Among Western oil companies the all-steel pre- 
fab (with or without porcelain) is popular for 
several reasons: 

e@ Due to the milder winters in most of the 
area, they save the cost of insulation plus steel 
facing to cover it. 

e Perhaps for the same reason, painted finish 
looks better longer. At any rate, many of the 
Western marketing companies find that porcelain 


By FRANK C. STURTEVANT 
Operations Editor 
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doesn’t pay out compared with paint. 

e They outdistance the rest of the country in 
erection speed. That’s both a reason for and a 
result of prefab popularity. 

@ Building codes recognize the steel building as 
satisfactory for service-station use. 

Erection speed is a big item in the oil business. 
T. E. Pugh of Tidewater estimates their average 
prefab job takes 45 days, while a concrete-block 
job takes two weeks to a month more. 

Union Oil once set a sort of “stunt” record of 
11 days from bare ground to operation. But Union 
says prefabs generally go up in 30 to 60 days, 
while masonry often takes twice as long. 

That’s no faster than Standard of Indiana does 
with its all-porcelain prefabs designed for a more 
severe climate. Their average building erection 
time runs around 30 days, while complete property 
improvement probably averages around 45 days. 

However, it’s generally conceded that as far as 
erecting the building goes, the Westerners are really 
fast. Conditions there work in their favor. 

Indeed the very volume of prefab construction 
begets a high rate of field erection. Suppliers are 
numerous and their labor force gets plenty of 
practice. More than a dozen firms on the West 





A LIMITED NUMBER of experimental porcelain prefabs have been put up by Mobil in the Midwest for comparison purposes 


ABOUT ONE-THIRD of Continental’s new stations built in 
recent years resemble this two-bay porcelain prefab 


CONOCO 





(Begins on page 133) 

Coast are active producers of steel prefabs with 
or without porcelain finish. Among them are: Cal- 
cor Corp., Pacific Steel Buildings, California Steel, 
Madison Iron Works, Pacific Fabricators and 
Southwest Fabricating, all of Los Angeles; Endur- 
ance Metal Products and Michel & Pfeffer in 
San Francisco; Independent Iron Works, Oakland; 
Ray F. Becker Co., Portland; Rotta Sheet Metal 
Works and Fentron Steel of Seattle. 

By contrast, in all the rest of the country only 
six firms are large producers of steel prefabs: 
Austin, of Cleveland; Chicago Vitreous Corp. Div. 
of Eagle-Picher Co., Chicago; and Avoncraft, in 
New Orleans, all specializing in porcelain enameled 
stations; Butler and Columbian in Kansas City; and 
Hills-Sutton of El Paso, producing steel prefabs 
with painted surfaces. 

(Others who’ve built a few prefabs include, in 
the porcelain field: Steel King, Milwaukee; Cham- 
bers, Chicago; Modenco of Canada (portables); 
Bettinger Corp., Milford, Mass.; and in non 
porcelain prefabs: Southwestern, Sand Springs, 
Okla.; Fentron Architectural of New York; and 
Oesco, St. Paul, Minn.) 

To some extent oil marketers in the Southwest 
use painted steel prefabs, but on nothing like the 
scale they’re used in California. Fewer still appear 
in the Midwest and in the East, although there was 


TAPERED CANOPY included in one of Gulf’s new designs 
is no problem. Station went up in eight days 


a time in the thirties when both jobbers and major 
companies in those areas put up hundreds of plain 
steel prefabs. For the most part they were simple 
steel buildings considerably smaller than today’s 
average station. That was before the days of porce- 
lain, when all stations except glazed brick and terra 
cotta were painted. 

When porcelain did come along it was expensive 
and its caulked joints added to maintenance cost. 
A few oil companies tried putting porcelain panels 
on some of their existing steel prefabs but found it 
hard to justify the cost. “We couldn’t figure a payoff 
for adding porcelain with caulked joints to either 
steel or masonry short of 50 years,” says an oil- 
company engineer. 


All-Porcelain: How It Grew 

The idea of an all-porcelain in prefab naturally 
suggested itself to a number of people, but it got 
off to a slow start. 

One early-day use of prefabricated porcelain 
buildings was outside the petroleum field. The 
White Tower chain of hamburger restaurants, based 
at Columbus, Ohio, helped to demonstrate their 
virtues as retail outlets. 

About 1934-35 Standard of Ohio bought their 
first porcelain prefabs. They were built by the 
Austin Co., of Cleveland. H. E. Eiber, Austin 
vice president, recalls they had stainless-steel trim, 
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ROOF OVERHANGS and pylons are a part of DX Sunray’s 
new-style stations like this Chicago Vitreous prefab 


TEXACO buys a few prefabs from several sources. This 
novel window canopy was built last year by Avoncraft 


NEW STATION DESIGN is reproduced by Chicago Vitreous in this all-porcelain version for Cities Service in Chicago 


and that a little later Sohio sought to reduce the 
cost by cutting out some of the interior porcelain 
finish. 

After World War II two other oil companies, 
Standard of Indiana and Continental, went heavily 
into all-porcelain prefabs. Those three were the 
principal users until last year when Sohio switched 
over to a combination of Austin steel prefab and 
masonry. 

Meanwhile over the past three years a number 
of other major oil companies have become inter- 
ested in all-porcelain stations in something more 
than experimental quantities. In the South, Texaco, 
Esso Standard, Gulf and Anderson-Prichard con- 
tracted with Avoncraft for quantities ranging from 
25 to 100 stations. 

In the Midwest, Cities Service, Gulf, Texaco, 
Sunray, Skelly and others began placing bigger 
orders. 


What's Behind the Growth 


Typical of the new interest in all-porcelain sta- 
tions is Skelly Oil Co. Prior to mid-1957 Skelly 
built just two prefabs. In that year Skelly placed 
an order with Chicago Vitreous for 50 all-porcelain 
stations, most of which were completed during 
1958. 

Better appearance, low maintenance, and sav- 
ings in erection time are cited by A. F. Larberg, 
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Skelly’s superintendent of construcuon and equip- 
ment, as chief reasons for the expanded use of all- 
porcelain prefabs. 

Similar reasons are cited by Orville I. Kurtz, 
architect for Cities Service, Chicago. His company 
is now using porcelain prefabs for about 40% of 
its new stations. 

The major oil company that uses more porcelain 
prefabs than anyone is Standard of Indiana. R. A. 
Niles, manager of operations-engineering, estimates 
85% to 90% of Standard of Indiana’s new sta- 
tions last year were of that type. 

In the past, Standard paid a premium of as much 
as $3,000 over the cost of painted masonry but 
felt the all-porcelain advantages were worth the 
difference. In all areas this differential has been 
reduced, and in some eliminated entirely. 

Costs vary a lot depending on where you're 
building. Niles estimates the average cost of the 
base building in Chicago will run about $12,000 
for 29x49-ft. models, around $11,000 for 27x43 
models. (A comparable station rendered in the less- 
costly California details would run around $9,500). 

In an era when everything costs more, porcelain 
prefabs costs less. Niles notes his company pays less 
per cubic foot for its prefabs today than it did 10 
years ago. The premium has been pared to a point 
where the cost of an all-steel station, with porcelain 
inside and outside, and with permanent jointing 
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material, in a high-labor area is on a part with 
the cost of a porcelain-faced masonry station. In 
some areas it’s even cheaper. 

The porcelain prefab, of course, with its all- 
porcelain walls inside and out, never needs paint, 
and with vinyl and neoprene joints never needs to 
be recaulked. 

Your masonry station, on the other hand, with 
a porcelain exterior only, will always need re- 
painting on the inside and recaulking of the porce- 
lain panel joints. That has become very expensive, 
Niles points out, and in addition many stations 
today are too busy to afford the interruption of an 
interior paint job. In fact, an operator of an all- 
porcelain station will often do the inside cleaning 
himself rather than put up with the interruption of 
a maintenance crew. 


Appearance: the Key 

Niles cites an all-time low in maintenance ex- 
pense when in one year the average was $14 per 
station for all-porcelain prefabs. But he emphasizes 
that maintenance is not the controlling factor in 
his preference for porcelain prefabs. What counts 
most is appearance. 

“The chief virtue of the all-porcelain, all-steel 
station,” he says, “is that it looks good all the time, 
inside and out. If you have a porcelain skin on the 
outside only and pian to repaint inside every three 
years as we do, then the interior is below par. 
Cleaning between three-year paintings doesn’t re- 
store paint’s original brightness as a wash-down 
does with porcelain.” 

While most oil-company engineers and market- 
ing executives agree with this, they’ve bought very 
few prefabs until lately because of the initial cost. 
Proponents of prefabs argue that the only true cost 
for any structure is capital investment plus mainte- 
nance expense for the life of the building. 

Notwithstanding other advantages, oil companies 


mits 


ONCE IN A WHILE a private-brander buys prefabs, although few appear in such a setting as this St. Louis station does 


that have been swinging to all-porcelain station 
are primarily after sales outlets that look their best 
at all times, inside and out, at a minimum cost. 
They feel that they’re buying the most value for 
their money. 

One of the prefab manufacturers quotes the 
following comment from the newly elected president 
of one of his new customers: “Why should an oil 
company seek to build the cheapest service station 
when the service station is its only continuing con- 
tact with customers?” His attitude is strong support 
for the theory that porcelain prefabs owe their new 
popularity to the rising tide of marketing influence 
on oil-company policies. 


How To Buy Prefabs 


Indiana Standard keeps prefab costs low by 
following some general rules. Niles mentions two: 

e@ Don’t over-specify. Be willing to adopt a rea- 
sonable standardization of design and to accept 
small changes that permit shop economies. You 
can lose all the benefits of prefabrication by draw- 
ing up overly detailed specifications covering all 
phases of manufacture. 


e Schedule your construction program as far 
as possible to cut down on back-tracking by the 
field erection crew. 

One prefab engineer observes that most service- 
station specifications he receives are obviously 
drawn with masonry construction in mind. You'll 
never get the lowest cost that way, he says. 

Another manufacturer points out that there’s 
little chance for economy on “trial” orders of only 
a half-dozen stations. What he’s saying in effect is 
that there’s no true mass production without mass 
buying. 

Indiana Standard’s drive for low-cost prefabs is 
based on consistent mass buying. For most of the 
past 10 years the company has been the. industry’s 
largest buyer of prefabs by a wide margin. 

Consultation Helps—Perhaps this has all been 
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STANDARD OF OHIO began using Austin prefabs 25 years DOUBLE CANOPIES are a feature of some of Skelly’s latest 
ago, although this later design has far less porcelain stations, Now Skelly buys many all-porcelain prefabs 


easier for Indiana Standard because of an accident 
of geography. While the company buys porcelain 
prefabs from several makers, its original supplier 
and chief source has been Chicago Vitreous Corp. 

With both supplier and oil-company head- 
quarters located in the same city, there has been 
maximum opportunity for consultation. 

Proximity has seemed to be a significant factor 

in the prefab business, at least until recently. 
Standard of Ohio, Cleveland has been the prinicpal 
customer for the porcelain prefab output of the 
Austin Co., also of Cleveland. Most of Avoncraft’s 
porcelain stations are built near New Orleans. 

The proximity influence seems also to have a 
powerful reverse effect in the field of service-station 
construction. As yet there are no large-volume 
prefab producers in the East, and it’s significant 
that the Eastern oil companies don’t buy porcelain 
stations or, for that matter, any kind of prefabs. 

The prefab manufacturers agree it’s simpler to do EYEBROW CANOPIES feature this design used by Pure in a 
business closer to home. When asked about the recent but limited venture into all-porcelain stations 
almost nonexistent market for porcelain stations in 
the East, Chicago Vitreous vice president A. J. 

Hafendorfer’s only comment was: “Well, we don’t 
get to New York very often.” 

Distance may count for less now that more major 
oil companies are turning to all-porcelain stations. 
Indiana Standard’s Niles is one who believes that 
more general use will tend to reduce costs further. 
He also sees the possibility of designing large, com- 
plete panels that can be shop-assembled and 
shipped to the site to be bolted in place. Eventually 
he feels it should be possible to put up a building 
in less than a week. 

Value of Portability—Portability is another pre- 
fab advantage that deserves major consideration, 

Niles thinks. With so many highway changes, you . 

may be looking for some way to do business on a a oe oe ce cama ie —— 
heavy-traffic road for a limited period, say five a LLL 
years, and then pull out. You can’t salvage tanks, lane alaaeas —_— 

drive, and so on, but you can save most of the ALL SET for zero and an 8-ft. snow load is this Calcor 
building if it’s a prefab. a painted prefab at Lake Tahoe. Insulation cost 35% extra 
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D3 £3 G63 H3 J3 K3 L3 M3 N3 03 P3 Q3 $3 13 : 
key training aid. 12 pages—75¢. Reprint R12 


D4 £4 6 14 34 K4 M4 N4 04 P4 Q4 S4 T4 
DS ES 5 65 § KS LS M5 NS OF PS Q5 SS TS 
D6 EG FS 6 K6 L6 M6 N6 06 PE Q6 S6 TH U e Tuneup—tTells you how your dealers can build 
o7 £7 ) HW? 9? KY U7 M7 NT OF PF 7 S717 \ profits with tuneup, what equipment they need, what 
D8 EB F8 GB HB J8 KB 18 MB NB OB PB OB SB TB U t costs, who should and shouldn’t do tuneup. Be sure 
Do £9 FO G9 HO 39 KO LO MO OND 09 PO O89 19 you read this if your dealers are interested in tuneup 


———_——— work, 12 pages—75¢. Reprint R11 
REPRINTS AVAILABLE See /isting to right 


RI R2 RS oh4 RS RE RT RB RO RIO RIT RZ RID RIA RIS e Nine Ways to Outsell Gas Heat—All the ammunition 
RI7 RIB RID R20 R21 R22 RII R24 RIS RM R27 RIB RIP RIO RIV RI heating oil men need to strike beck at their toughest 


: . competitor. 4 pages—25¢. Reprint R10 
@ NEW OR RENEWAL SUBSCRIPTION a. <a ey ae 


New [] U.S. subscription rate $5.00 a year; Canada e How to Sell Your City Council on a Permit—A step- 
Renewal [| $64 year. All other countries $15 a year. by-step plan showing how to use available local statistics 
) prove stations are safe. 4 pages—25¢. Reprint R9 


NATIONAL PETROLEUM NEWS 


: e Trading Stamps—How to fight them, how to manage 
For Issue of November, 1959 (Good until January 15, 1960) P vf : nt 


them, when dealers should use them. Most comprehen- 


sive study of its kind. 12 pages—75¢. Reprint R6 
Nome (please print) 








Position —__ - — e Want Your Salesmen to Move More TBA?—They 
will if they follow this sure-fire four-step program. 6 
pages—-50¢. Reprint R4 
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What's New 


in Equipment... 
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Wheel aligner 


. is a portable unit especially useful 
in service stations because it needs no 
pit or ramp. The new Alemite Cross- 
Sight Aligner uses surveyor-type optics 
to obtain alignment angles on all four 
wheels and steering linkage. When not 
im use, equipment can be returned to 
caster-mounted service cart that occu- 
pies only 32x20 in. of floor space. 

Circle No. | on Reply Card 


Pipe patch 

. introduced by M. J. Crose Co. per- 
mits leak repair without shutting down 
the line. Patch is contoured to fit each 
pipe size and comes complete with 
Neoprene gasket. When clamped in 
place with special tool, patch can seal 
leak immediately by applying pressure. 

Circle No. 2 on Reply Card 


Electronic datatyper 


‘ has been developed by Dashew 
Business Machines for quiet, high speed 
embossing of plastic credit cards. Noise 
level is said to be low enough to permit 
operation in any average office. Said to 
emboss 14,000 characters per hour. 
Price for basic unit, $14,000. 
Circle No. 3 on Reply Card 


Coupling press 


. is said to be the first device offered 
to hose users for installing hose cou- 
plings. Universal’s model 890 has hinged 
jaws to take hose up to 4 in. Bolt slots 
permit permanent mounting although 
base is of adequate mass to prevent 
movement when torque pressure is 
applied. 


Circle No. 4 on Reply Card 


Tank cleaning system 


. cleans and recirculates the aqueous 
detergent solution in a closed circuit, 
permitting its continuous re-use, re- 
covers oil washed from tank in process. 
German manufacturer claims method 
offers economy of time and material 
and completely eliminates steaming or 
hot-water washing. 


Circle No. 5 on Reply Card 





Giant Refueler for England 


Drum lift 


. . . With exceptionally low clearance has 
been added to the Sterling Fleischman 
line. Front wheels are 4 in. in diameter 
so that front legs can go under equip- 
ment mounted on supports close to 
floor. Unit is equipped with controlled 
pouring gear for safe operation. 


Circle No. 6 on Reply Card 


Cash register 


. . . for service stations has been brought 
out by Victor Adding Machine. Has two 
visible accumulators, one for gasoline 
income and the other for seven other 
sources of revenue. Records sales of in- 
dividual attendants, charge sales and pay 
outs. Price of manually operated Model 
ER9(4) is $415. 


Circle No. 7 on Reply Card 


CONTROL PANEL for the Python refueler is built into the tractor behind the 
driver’s cab. High-capacity pumping equipment can load jet fuel at 1,000 gpm 
through a pair of hoses. Pumps and hose reels have hydraulic drives. Tractor 
engine is a Rolls Royce B.60 250-hp diesel. Built by Steel Barrel Co. Ltd., 
Uxbridge, tank trailer carries 14,400 U.S. gal. It’s equipped with Avery-Hardoll 


bottom loading valves. 
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NEW JERSEY 








BRILLIANT “DAY-GLO” 


GAS PRICE SIGNS 


TELLS THE 


TAX 


STORY! 


LARGE SIZE 
10” x 12” 





EMPRO PRODUCTS CO. 


357 McLean Bivd., Paterson, N. J. 


NEW YORK 








a JOY COMPANY 
nal St., Syracuse, N. Y. 
COMPLETE. OlL EQUIPMENT I IN STOCK 
Buckeye Valves, Tokheim Pumps, 
National Hose, ECO Tireflators 
Rectorseal Pipe Dope, Air Compressors 
Ever-Tite Quick Couplings, Pipe Fittings 











OHIO 





EQUIPMENT SALES CO. 
164 E. Exchange St., Akron 4, Ohio 
Phone—Jefferson 5-8215 
Factory Representative for 
Westinghouse, O.P.W., Lincoin 
Neptune, Huffman, Goodrich, 
ane Oil, Hydraulic and Gas 

ose and oupling Service 
SALES—PARTS ENGINEERING SERVICE 








PENNSYLVANIA 





PAUL WAGNER, INC. 
Petroleum Maintenance & Equipment Sales 
DISTRIBUTORS FOR: Wayne Pumps & Equipment, 0.P.W. 
Valves and Fittings, Gorman-Rupp, Fill-Rite Pumps, 
Whiteway Lighting, Saylor-Beall Compressors, Granco 
Pumps & Meters and National Hose, Red Jacket Sub- 

mersible Pumps. 
211 Cae West, New Oxford, Pa. 
MAdison 4-4131 


La 








E. O. HABHEGGER CO. 


24th & Fairmount Aves. 
PHILADELPHIA 30, PA. 


Engineering & Equipment 
BULK TERMINALS TRUCKS 


SERVICE STATIONS 
Member NAOEJ 














TEXAS 


Gashay runes 


For every size consumer- 
commercial account. 
ACME EQUIPMENT (0., 


3238 Chaffin St., 
Houston 17, Texas 





Oil Marketing 
Equipment Jobbers 


This Is Your Market Place! 
Write today for Advertising 
Space Rates 


NATIONAL PETROLEUM NEWS 
330 West 42nd St., New York 36, N.Y. 
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What’s New in Equipment 











Heavy balancer 


being marketed nationally by 
Monarch has a rocker assembly said to 
permit one man to load the balancer by 
means of leverage, quickly and easily. 
Air-controlled ram lifts balancing head 
until it floats free. Device is claimed to 
balance tires as large as 11.00x22 to 
within %42-o0z, accuracies. 

Circle No. 8 on Reply Card 


High drum lift 


. has been added to Specialty Ma 
chinery’s line of all-purpose drum han- 
dlers. Model 796 is said to elevate a 
loaded drum to 8 ft. above the floor with 
the drum vertical, or 8 ft. 7-in. with 
the drum horizontal. Drive can be bat- 
tery with built-in charger, air motor; or 
explosion-proof A.C. electric. 

Circle No. 9 on Reply Card 


Unloading buoy 


. can be anchored offshore to serve as 
a coupling junction between vessel dis- 
charge hoses and shore storage tanks. 
Unique mooring arrangement is said to 
permit use in winds when docking would 
not be possible. Also allows terminal 
location at remote points. 


Circle No. 10 on Reply Card 


Surface coatings 


. for metal, masonry and wood con- 
sist of a family of compounds now 
marketed in this country by Coroshield 
Co. Ltd. Said to be dissimilar in com- 
position to paint, products are claimed 
to have superior adhesion qualities as 
well as resistance to fire, abrasion and 
rust. 


Circle No. 11 on Reply Card 
‘Puncture Plate’ 


. is the name of an attachment for 
fixed-roof storage tanks developed by 
National Foam. It consists of a steel 
assembly holding a strong plastic sheet 
which can be removed to admit light 
and air during tank cleaning. Also, sheet 
is readily penetrated by foam tower 
gooseneck in case of fire. 

Circle No. 12 on Reply Card 


NATIONAL 


Truck mounted crane 


. is the latest addition to the Auto 
Specialties line. Can be converted to 
stationary or portable shop crane. Avail- 
able in both manual-hydraulic-powered 
and_ electric-hydraulic-powered models. 
By installing extra mounting wells, 
crane can be used in a number of trucks. 

Circle No. 13 on Reply Card 


Power driven gauge 


. introduced by Vapor Recovery Sys- 
tems, employs a servo motor to handle 
all movements within the gauging sys- 
tem. Method is said to eliminate friction 
problems connected with floats, counter- 
weights and spring balances. Available 
for all cone-roof, floating-roof and un- 
derground tanks. 


Circle No. 14 on Reply Card 


Rack gangway 


offered by Houston Engineering, 
comes completely assembled and can be 
installed on new or existing loading 
racks by clipping to the walkway. Ad- 
justs to any height, pivots and retracts. 
Operates by simple hydraulics either 
from manual pump furnished, or air-oil. 

Circle No. 15 on Reply Card 
(Continued on page 144) 
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DELCOsc.:2 


QUALITY BUILT BY DELCO-REMY, DISTRIBUTED THROUGH 
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What’s New in Equipment 





Literature... 





Filter catalog 


. is the first to be issued by Refill 
Filter Co. on its new line of filter equip- 
ment for the petroleum industry. For 
the past 20 years the firm has special- 
ized in filters for automotive applica- 
tions. Catalog lists sizes, model numbers 
and prices. 


Circle No. 16 on Reply Card 


Caulking bulletin 


. issued by Sonneborn contains appli- 
cation and test data on a caulking and 
glazing compound known as Kaukit. 
Product’s alkyd resin base is said to give 
it good color retention quality as well as 
elasticity and durability for caulking 
around wood and metal frames in 
masonry. 


Circle No. 17 on Reply Card 








WHY SERVICE STATION 
OWNERS LIKE BM ALUMINUM 


B « M corporation 
P.O. Box 6 Tel. UPtown 2-6477 Houma, La. 


PANEL COVERS 


bes quality, long service life 
reasonable prices have 
spread BM aluminum panel 
covers across most of the nation 
in recent years. Their beauty 
and long service life have led 
architects to approve and specify 
them for automotive, home and 
industrial uses. Expertly de- 
signed in heavy metal, BM wash, 
grease and pump covers meet 
local building codes, wind and 
snow hazards. All surfaces are 
given both prime and _ finish 
coatings of Dupont baked 
enamel, and are guaranteed for 
ten years. Choice of 18 popular 
colors. Design and colors are 
readily adapted to meet com- 
pany requirements. Write or call 
for low  direct-from-factory 
prices. 











(To obtain more data on advertised products see page 138) 


pumps 

. Standing only 44 in. high, constitute 
the new Gilbarco line. Hose reach is 13 
ft. 9 in. Each model in the line in 
numerous color-styles combining high- 
bake enamel, stainless steel and chrome. 
Base, inlet and junction box conform to 
new API standards. 


Circle No. 18 on Reply Card 


4-In. Tight Fill 


. combination has been added to the 
Ever-Tite line of quick couplings. Com- 
ponents are 4-in. 99-SG elbow with pat- 
ented design sight gage showing product 
condition from every angle; 4-in. 97 fill 
pipe adapter; and 4-in. 97M locking cap. 


Circle No. 19 on Reply Card 


Equipment Suppliers . . . 





Aktiebolaget Ljungmans Verkstader, 
oil equipment distributor and manufac- 
turer of Malmo, Sweden, reports that its 
Selfometer, a coin-operated pump _ is 
used by every oil company in Sweden. 
Photo of the pump, as used by British 
Petroleum, appeared in NPN—May, 
p140. 
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The Linde Co., division of Union 
Carbide, 30 E. 42nd St., New York 17, 
N.Y., is recommending the use of Linde 
Molecular Sieves, known as_ synthetic 
zeolites, as a medium for water separa- 
tion in jet-fuel filtering equipment. Linde 
has prepared a brochure on the charac- 
teristics of the material and its water 
absorbing properties, but the company 
does not make filters. 


Equipment People . . . 





A. J. Kovaric 
has been named 
assistant sales 
manager for Big 
Four Industries 
Inc., a newly cre- 
ated post. He was 
formerly a factory 
representative in 
the Los Angeles 
area, and _ before 

‘ that served with 
both Standard Sta- 
Kovaric tions Inc. and 
Shell on the West Coast. He was sub- 
sequently office and warehouse manager 
for a Los Angeles distributor of service- 
station equipment. 
e 
D. OD. Kitch 
has been named 
to the new post 
of product man- 
ager for automo- 
tive servicing at 
Shields, Harper & 
Cn. Oakland 
Calif. Kitch has 
been with Shields, 
Harper for the 
past 15 years, 
Kitch starting in Los 
Angeles as a sales- 
man and moving up to sales manager at 
the Portland and Los Angeles branches. 


NAOEJ 


Equipment jobbers hear 
pitch for indirect 
distribution of pumps 


OIL-MARKETING companies enjoy 
generally better service when they 
buy all of their service-station pumps 
from equipment jobbers, says Harry 
G. Smith, general manager of Smith- 
Erie Div., A. O. Smith Corp. Smith 
spoke at the National Oil Equipment 
Jobbers convention in Minneapolis 
last month. 

In discussion, representatives of 
other pump manufacturers questioned 
this contention. Some jobbers and 
manufacturers supported Smith’s view, 
some opposed it. 

Smith said many oil companies like 
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to deal with jobbers, and that his 
company favors jobber representation 
at all points outside New York City. 
He suggested the pump business would 
be in better shape if more companies 
had firm sales policies. 

New officers elected are: President, 
Eugene de Penaloza, General Equip- 
ment Co., St. Louis; vice president, 
E. O. Habhegger, E. O. Habhegger 
Co., Philadelphia; New board mem- 
bers, Warren B. Cruzen, Cruzen Oil 
Equipment Co., Memphis; Victor B. 


Seaman, R. V. Seaman Co., Saginaw, 
Mich.; Herschel M. Southard, Petro- 
leum Equipment Co., Columbia, S.C. 

Also chosen was a manufacturers’ 
committee made up of A. F. Woods, 
Marlow Pumps Div. of Bell and 
Gossett, Chairman; Frank King, 
Metal Hose and Tubing; Joseph 
Spaulding, Whiteway Manufacturing; 
John Miller, Joyce-Cridland Co.; and 
Loren Gillhouse, Quincy Compressor. 
Next year’s convention will be held in 
St. Louis. 


TWO NEW CATALOGS 
SHOW HAND PUMPS \ 
FOR EVERY USE 


Discover countless ways to 


improve plant safety and house- 


keeping in handling 
industrial liquids of 
every kind. Broad 

line includes piston and 


rotary types for either 


barrel or pedestal mounting. 


FREE CATALOGS are fully illustrated, 


make it easy to select the pump best 


suited for every job. Send for Bul- 


letins 310 and 320. 








BLACKMER PUMP COMPANY, GRAND RAPIDS 9, MICHIGAN 


See Yellow pages for your local sales representative 


(To obtain more data on advertised products see page 138) 
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Among car manufacturers, more install FRAM at the factory 
than any other filter! This wide preference for FRAM as 
original equipment by car makers is good reason for FRAM’S 
preference by car owners! And it helps explain why dealers 
find filter business goes up when they stock FRAM. 
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Anyway you look at it... 
FRAM ranks first! 


@ More drivers prefer FRAM than any other brand! O/L AIR FUEL WATER 


@ More car makers install FRAM as original equipment! 


@ More dealers switch to FRAM daily—to get the extra 
sales that FRAM Filters bring! 


FRAM CORPORATION, Providence 16, R. 1 


© 
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Batteries worth 





“KIM HOTSTARTS keep us 
For more | 


than 41 Years a cara Like The Washington Water Power 
Company, KIM HOTSTART 

engine preheaters will keep your 

equipment ready to go when the 

Leading Marketers temperature is low. KIM Hotstarts 


acy . : : : 
5 Modern Plants, Strategi- ‘pully plug into electric circuit when 


ic €0 é , 
cally Located To Serve 70% Ad Uniform! Mom’ trucks are idle, draw off cold water, 
of the Country's Automotive Powel heat it, and circulate it back through 
Registrations. mum ‘ : ; 3 
the engine. High corrosion § resist- 


PRICE BATTERY CORPORATION FE: SR 
HAMBURG, PENNSYLVANIA ance. Fits gas or diesel engines. See 
Atlanta, Ga. Wapakoneta, Ohio Waltham, Mass. your automotive supplier or write 


One of the Pioneers of DRY-CHARGED Batteries fo US... 


KIM HOTSTART MFG. COMPANY 
West 917 Broadway Avenue Spokane 1, Washington 


Accessory to the sale... 


MY-T crip 


Battery Hold-Downs 


*Patents Pending 





Hydroscale 
attached to 
hold back 
winch used on 
dynamometer 
eppecetion in Just 2 sizes 
pipeline laying meet all 
requirements. 


@ Indicates direct loads up to 200,000 Ibs. 
@ Engineered and built for long service-life. 
@ Over 110 Models in the complete line. 
@ Capacities 0-500 Ibs. to 0-200,000 Ibs. 
@ Easy-to-Read dials available in 3 sizes. 


Hydroscales are ideal for use as Dynamometers in measuring Drawbar 
Pull, Cable and Powerline construction, Pipeline laying, Bridge Construction 
and wherever contractors need to accurately measure tension or weight. 


Hydroscales ore used throughout the world for such applications as:— - , 
@ Pipe Coating @ Pipeline Laying @ Measuring Suspension Bridge With every battery sale, replace old hold-downs with 


~~ ° coauie Se Saae A —~ ms a revolutionary My-T-Grips and tap a new profit-source. 
@ Traction Testing @ Torque Testing @ For Use As a Hanging Scale for . 

Weighing, check weighing and Inventory Material Weighing @ Protecting Just 2 mses (6-volt and 12-volt) fit all passenger Cars 
Equipment From Overloading. — reducing your inventory and storage needs while 
HYDROSCALES Guaranteed—They are guaranteed to be free of defects providing faster turnover, wider profit margin, Two- 
in workmanship and materials, and to be accurate to 2 of 1% of the fisted grip has been thoroughly tested and approved 
einai take by leading battery manufacturers, For informative 


“The world’s largest producer of crane scales"’ bulletin and samples, contact: 


HYDROWAY SCALES, INC, Tem .ccocarcs 


31322 STEPHENSON HIGHWAY © ROYAL OAK, MICHIGAN 








RR 19, Box 117 © Indianapolis 20, Ind. * Telephone: Liberty 7-7997 
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What's New 


in TBA... 





Truck tire 


. . . is designed for drive-wheel use on 
trucks that operate over-the-highway 
but occasionally get into off-highway 
operations. The Kelly-Springfield Dual 
Trac Highway Service truck tire at the 
101 list level is available in five tube- 
tvpe sizes from 7.50x20, 10 ply rating, 
through 10.00x22, 12-ply rating. 
Circle No. 20 on Reply Card 


Winter tire 


. called the Explorer If has been 
added at the 80 list level to Kelly 
Springfield’s 100 list level Explorer line. 
The new winter tire is available in four 
different sizes with 10 different types of 
construction. 

Circle No. 21 on Reply Card 


Truck tubes 


. are now offered by Durkee-Atwood 
in addition to its line of passenger car 
sizes. The new tubes are said to be of 
highest grade butyl stock and premium, 
heavy-duty construction, Each tube is 
boxed in a self-contained shipping con- 
tainer. Available in commercial and 
truck sizes and for tubeless truck tires. 

Circle No. 22 on Reply Card 


November, 1959 + NATIONAL PETROLEUM NEWS 


TBA Suppliers .. . 





Tyrex Inc., the organization that 
speaks for the manufacturers of Tyrex 
viscose cord, calls attention to the fact 
that tires on all of the new compact 
cars will use Tyrex. Also all the larger 
conventional 1960 models will use Tyrex 
tires as they did last year. Tyrex Inc. 
says it’s all due the good record estab- 
lished by Tyrex tires since their intro- 
duction. 


* 

Atlas Supply Co, is advocating air- 
operated tire changers for service sta- 
tions. Power for loosening beads saves 
time and effort with the wide ledge and 
hump-type rims now in general use. 














TBA People .. . 





John Lind is the new TBA manager 
for Pate Oil Co., Milwaukee, subsidiary 
of Standard Oil Co. (N.J.) He suc- 
ceeds Edwin J. Kastner, who has been 
named advertising and merchandising 
manager. With Pate since 1948, Lind 
served once before as TBA manager, 
but was later assigned to special duties. 

- 

John S. Harbison has been named gen- 
eral merchandising manager of the auto- 
motive division of the Electric Storage 
Battery Co., Cleveland. With Exide since 
1947, Harbison has been sales manager 
of the Willard Storage Battery Div. since 
September, 1955. 


FIG. 143 


FIG. 242 














Emergency Valves. 
































Bulk Plant Fire Losses can be 
minimized by the installation 
of Morrison Escapement and 


PROTECT YOUR BULK PLANT NOW. 


Details furnished on request. 









































FIG. 272 HO 











MORRISON BROS. COM PANY 


OllL EQUIPMENT HEADQUARTERS 


Peo UE, 


1|OWA 
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MANUFACTURERS OF DYES AND CHEMICALS 
FOR THE PETROLEUM INDUSTRY 


FOR USE IN << ie é Ce a Also Available 


Gasolines a iii ~— in Dry Dye Form. 
Diesel Fuels a 

Fuel Oils 
Lubricating Oils 


Automatic Transmission Fluids 


Break-in Oils and Greases CALL US COLLECT FOR FAST ACTION 
PHONE MuUlberry 4-1726-7 


NOTE: — Reds — Yellow — Orange — Blue — Meet Mil-F-5572 Specifications 


Dye concentrates can be 
prepared to specifications. 


Samples and description upon request. 


*Patent Pending 
; oy ia eee @ae 6B ome Ye aw ‘ { 
rl a & ,TICWIIVALS> BRAS? 
Vanufactiring Division: 335 McLean Blvd., Paterson 4, New Jersey 


=| 4 ee 


oy ~ ; , 
DP Tums ioe * 4 ,OL. 


d = D Brand 
J ii yLJTAT 


Marketing Division: 2410 Carew Tower, Cincinnati 2, Ohio 
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Gasoline in Disneyland 


HE GASOLINE MARKET has a Disneyland look about it. It takes a while to 

adjust to the distorted perspective. Standing at the wholesale end of the business 
and watching some of the things going on at retail is like peering through the 
wrong end of a telescope. A refiner could buy a cargo of gasoline at the Gulf 
and find the market firm. He is apt to sell part of that same tanker lot for con- 
siderably less than he paid for it. 

It makes no sense, but the retail path could be a bumpy one for everybody in 
November. This is so despite the fact that gasoline stocks are not much above a 
year ago, that refiners continue as buyers and borrowers of gasoline at the Gulf 
and on the East Coast, and that Texas crude allowables have been held down 
this month to nine days for the fifth consecutive month. 

That extra 1¢ gal. Uncle collects as tax doesn’t help at all, either. The hike (to 
last for 21 months) is going to take $900- million from somewhere. It looks as though 
most of it will come out of the oil industry. Top management hates the very idea 
of absorbing any part of this tax, but the retail end seems to be hell-bent on absorb- 
ing as much of it as possible. 

Difficulties in collecting full prices for gasoline at the retail pump last month 
(one refiner said Texas was an exception), spell trouble this month as demand 
slides off and dealer incomes shorten. In some areas the road back to full retail 
prices will be a long one. In Springfield, Mass., for example, the price to dealers 
fell to 8.9¢, net, for regular grade. This means that the refiner collected 6.4¢ de- 
livered, from the jobber. And if the product came by tanker from the Gulf Coast, 
the refiner’s netback at Houston is 5.8¢ for these gallons, with no charge for stor- 
age at either end of the voyage. The kicker here is that one East Coast refiner did 
buy gasoline. He paid 11.25¢ for 93-octane material at the Gulf, hauled it to the 
East Coast, stored it, and collected 6.4¢ (gal.) for part of the cargo. 


erie s BOR ty 
Poe ste AP ater 


MARKET OUTLOOK 


e Chaos in Colorado 


If gasoline price drops another penny in Pueblo, Colo., suppliers will be sending j 
checks with loads of gasoline to their jobbers. (This has happened before in other ‘ 
parts of the country.) Late last month, netback had dropped to 0.28¢ gal. With re- ee 
tail posting for house-brand gasoline at 19.9¢ gal. (compared with national average wees 
of 31.49¢), this is how the structure looked: 10¢ gal. taxes, 2.5¢ jobber margin (nor- 
mal 3.25¢), 5.5¢ dealer margin, 1.1¢ transportation cost (Pueblo) plus 0.52¢ for 
those who receive product from Wyoming, totaling 19.62¢ gal. 

In Denver, retail posted price had dropped 10 times, a penny at a time, to 22.9¢, ne 
a new low there. Since marketers didn’t add the new 1¢ federal gasoline tax in- 
crease, the total decline is a net 11¢ gal. 
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YOUR GUIDE TO NPN PRICES ge 
Market barometer . page 153 * 
Refinery and terminal prices 154 - 
Key crude oil prices 155 ; erg 
Tank wagon prices . 156 ; 
Gasoline consumption by states 158 pee 
Gasoline prices for 55 cities 159 oe FY 
Station building permits 160 ad 
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This is Atlantic 


Keeps your cor on the go 





i 
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MARKETING: Available to the man at this pump is Atlantic’s 88 years of marketing 
experience, and solidly behind him are factors that help produce retail success—quality prod- 
ucts, thorough dealer training, sound financial counseling, modern service station facilities. 


THE ATLANTIC REFINING COMPANY 
Producer, refiner and marketer of quality petroleum products 
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PRODUCTS VS. CRUDE U.S., CALIFORNIA EXCLUDED 
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Average prices for crude oil, and four principal refined prod- 
ucts (gasoline, kerosine, light fuel, heavy fuel)—7 refinery 
markets and 7 crude producing areas, east of California. 
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PRODUCTS VS. CRUDE MID-CONTINENT 
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MARKET BAROMETER 
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Average prices for crude oil, and four principal refined prod- 
ucts (gasoline, kerosine, light fuel, heavy fuel)—8 refinery 
markets and 7 crude producing areas, including California. 















































Refinery and Terminal Prices 











All prices are , Suppl 





ment of rn 
Last previous 


rice precedin 


Motor — 


75-11 .25 
10375-10625 
10.5 


10- 
. 9,875-10.375 


79 oct. reg..... 
70-72 oct. M. 


Baltimore, Md. 
Reg. grade... 


Boston, Mass. 
Prem. grade 
Reg. grade 


Buffalo, N. Y. 
92 oct. reg 


Charleston, S. C. 
Prem. grade... . 
Reg. grade 


Chicago, III. 
99 oct. prem 
98 oct. prem..... 
97 oct. prem..... 
92 oct. prem... . 
91 oct. reg... 

89 oct. reg. 


Detroit, Mich. 
98 oct. prem... . 
92 oct. reg. 


Houston, Tex. 
Prem, grade. 


do barges...... 
,12.7-12.75 


Reg. grade 
do barges..... 


Jacksonville, Fla. 
Prem. grade... . 
Reg. grade 


Miami, Fia. 
Prem. grade 
Reg. grade 


13.25 
11.625 -11.875¥ 


. 9.625-10. 125 
-10 


12.45 4-13.34 


15.7-18.2 
13.2-15.7 


18.9 
15.4 


14.4 
12.4 


14W-14.25 
13.75Y-14V 
~13.5V 


11.5W-11.75 


11. 25W-11.5 


. 15. 46-16.25 


14.5 
12 


15.9 A-16.9A 


..13.4-13.9 


15.9A 
13.4-13.9A 


Minneapolis-St. Paul, we 


09 oct. prem. 
91 oct. reg. 


Mobile, Ala. 
Prem. grade 
Reg. grade 


Norfolk, Va. 
Prem. grade 
Reg. grade 
Pensacola, Fla. 


Prem. grade 
Reg. grade. . 


Philadelphia, Pa, 


Prem. grade 
Reg. Grade 


15.18 
12.43 


16.6 
13.6 


15.7 
13.7 


17.5A-18.7A 
14.5-16.2A 


Port Everglades, Fla. 


Prem. grade 
Reg. grade 


Savannah, Ga. 
Prem. grade 
Reg. grade 
Tampa, Fla. 
Prem. grade 
Reg. grade 


Wilmington, N. C. 


Prem, grade 
Reg. grade 


14.8-16.9 
12.8-13.9 


13. 
Il. 


Okla. (Okla. Shpt.) 


99 oct, prem. 
91 oct. reg. 


. 13. 75W-15.25 


11.75W-12.25W 


Okla. Group 3 mina Shpt.) 
13 


99 oct. prem. 
91 oct. reg. 


North Texas 
99 oct. prem. 
98 oct. prem. 
90 oct. reg. 
88 oct. re; 


ez 
60 oct. & below... 


154 


vi 75W 
1.75V 


3.75W-16.3 
3.75W-16.25 
75-14. 25 
.T5W-13.75 
.12,125-13.5 


ied by Platt’s Oilgram Price Service, NPN’s as- 
Arrows indicate upward and downward move- 
the arrow. Prices as of October 19. 
isting: September 1 


New Mexico/West yous 


14.5 


:114.5-15. 625 


60 oct. & 
East Texas 


99 oct. prem..... 
98 oct. prem..... 


60 oct. & below. 


12, 75-1325 
12.5-13.5 


. 11, 875-13 


15.375-16 .25 
15.375-15.75 


2. 
.12.25-12.375 


7a en ete. & La.) 


Kans. (For Kans. destinations only) 


99 oct. prem..... 


91 oct. reg. 


15.5-15.7 
12.5-12.75 


Western efi eaaaeamamae 


98 oct. prem 
93 oct. reg 


Oll City 
98 oct. om. 
93 oct. reg.. 


Central Michigan 
100 oct. prem.... 
99 oct. prem..... 


91 oct. reg. 


- 16.25 


14. 75-16 


California—Los Angeles District 
Rack: 


98 oct. prem. 


94 oct. prem... . 


88 oct. reg. 
84 oct. reg... 


Tank Car: 
98 oct. prem.. 
94 oct. prem. 
88 oct. reg. 


84 oct. reg... . af 


. 14.15 4-15.7 


14.6 


Tank Truck (400 or more) 


San Francisco District 
Tank Truck (400 gal. or more) 
22.8 


88 oct. reg 


183-184 


Distillates & Fuels 


Gulf Coast Cargoes 


41-43 w.w. kero. 
No. 2 fuel. . 

53-57 d.i. gas oil 
48-52 d.i. gas oil 


43-47 d.i. gas oil. .8. 2: 
Bunker C fuel... 


Bunker C fuel 


max 1% sulf.. 


Albany, N. Y 


Kerosine, No. 1. 


— oil, shore 


No. 
No. 6 fuel, no 
sulf. quar 


Baltimore, Md. 


Kerosine, No. 1. 
S= 


No. ral 
do barg: 
Diesel olf ‘aie 
plants 
No. 4 fuel 
do barges 
No. 5 fuel 
do barges 


8.625 4-10.375 
8,125 4-9.875 


.8.54-10.25 


A 
8. S78 10.125 
5A-10 


.$2.00-2.10 
. $2 .25-2.35 


.10 


9.5 


9.5 
$3. 46-3.83 
$2.49 


-9.8 
9.55 
-. 9.35 


9.05 


9.6-9.7 
$3.05 


. $2.99 


$2.75 
$2.69 


No. 6 tuel, no 


bunkers....... $2.37 


Baton Rouge, La. 
saree, No. 1, 
No. 2 fuel....... E 
Diese! oil, shore 


bunkers 
Boston, Mass. 
Kerosine, No. 1. .9. 
No, 2 fuel 
Diese] oil, shore 


No. 6 fuel, no 

sulf. guar $2.59-2.64 

2.56 
Light Diesel, 

bunkers 
Buffalo, N. Y. 
Kerosine (a) 
Diesel fuel (a).... 
No. 2 fuel (a).. 


No. 6 fuel. 

(a) Prices of § some eollers to bulk com- 
mercial consumers are 0.15¢ higher. 

Charleston, S. C. 


Kerosine, No. 1.. 
No. 2 fue! 


$3.97 


11.15 
11.15 
10.75 


Chicago, I Il. 
Range oil, No. 1..9.875-11.85 
No. 2 fuel 9.125-10.85 


sulfur 
No. 6 fuel, high 
SE ; 


Cleveland, Ohio 


No. 6 fuel. 
*Delivered C ak 


Corpus Christi, Tex. 
No. 6 fuel, no 


Detroit, ‘om 
may oil. . 


No. 6 fuel 


Houston, Tex. 
Kerosine, No. 1. .9 


Diesel oil, shore 
EES 
No. 6 fuel, no 
sulf. . 13-2.30 
$2.10 


9.4-10.75 


Light Diesel, 
bunkers 

Heavy Diesel, 
bunkers 

Bunker C, 
bunkers....... $2 


Jacksonville, Fla. 
Kerosine, No. 1. .11 
No. 2 fuel. ...... 10. 
Diesel oil, shore 

10 


Light Diesel, 


Bunker C, 
bunkers. ..... .$2 
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Miami, Fia. 
Kerosine, No. 1. 
— oil, 


No. 6 fuel, no 


lo 
Light Diesel, 


Minneapolis/St. Peul, Minn. 
Range oil, No. 1,.10.18-11.2 
No. 2 fuel....... 9.43-10.45 
“ Peal, high 


tg Ala. 
Kerosine, No. 1. 
No. 2 fuel 
lige Diesel, 
unkers 


New Haven, Conn. 
Kerosine, No. 1. .9.8 
No. 2 fuel. ..9.3 
Diese! oil, shore. 


No. 6 fuel, no 
sulf, guar..... 
do barges 
Light Diesel, 
bunkers....... $3.95 
Bunker C, 
bunkers 


New Orleans, we 

Kerosine, No. 1. 
No. 2 fuel 

Diesel oil, shore 
plants 


No. 6 fuel, no 
sulf. guar. 
do barges 
Light Diesel, 
bunkers.......$3.77 
Heavy Diesel, 
bunk 
Bunker C, 
bunkers 


New York Harbor 
Kerosine, No. 1. .9.8 
do barges..... .9.35-9.6 
No. 2fuel.......9.3 
do barges. . 
Diesel oil, shore 


Heavy Diesel, 
bunkers 

Bunker C, 
bunkers....... $2.37 


Norfolk, Va. 


No. 2 fi 
Diesel oil, shore 
Pe 9.6 


Light Diesel 
Heavy Diesel, 
unkers.......$3.8% 
Bunker C, 
bunkers 


Pensacola, Fla. 
Kerosine, No, 1. .11 


Diesel oil, shore 
plants ..10 


Philadelphia, Pa. 
Kerosine, No. 

do barges.. 
No. 2 fuel..... 

do barges..... .9.05 
Diesel oil, shore 


No. 6 fuel, no 
sulf. guar 
do barges..... 
No. 6 fuel, max. 


Heavy Diesel, 
bunkers 

Bunker C, 
bunkers....... $2.37 


1959 

















Key Crude Oil Prices (4s of October 15) 
United ee 
Californ' 
Tene Wilmington, NEE asi ls dais a 6b s4 wviseowageecduuen $2.98 
West Texas sour, 36 gravity..............0 00. c0cc cece 2.79-2.83 
Mid-Continen 
Oklahoma sweet, 36 gravity... ..................00005 2.62-2.97 
Williston 
North Dakota, 36 gravity..............cccccccceccces 2.62-2.87 
Pennsylvania 
Ne ahicdal sete ixnbetawosisaceiorendimaseabe 4.40 
Canada 
Al 
PCa sci ncineudstakedicdbnecsencraneioacens 2.38 
uela 
eR heavy, FOB Las Piedras, flat.............. 1.73-1.88 
Persian Gulf, FOB Ras Tanura 
MINES 68s dais bow ascovakerss xccpedcccvedecs 1,90 
Port Everglades, Fla. Okla. Group 3 (Northern shpt.) 
Kerosine, No. 1. .10.85-11.3 42-44 w.w. 
No. 2 fuel....... "10.6-11.1 kerosine.......9.5-9.75W 
Diesel oil, shore 53 & above d 
” “epee? 10.6-11.1 Diesel 8.75V-9.75W 
No. 6 fuel, no No. 1 fuel 9A-9,25 
sulf. guar...... $2.35 No. 2 fuel 8.25 A-8.5 
do harges...... $2.32 No. 6 fuel. ..... .$1.40-1.80 
Light Diesel, 
uunkers....... $4.662 North Texas 
Bunker C, 42-44 w.w. 
bunkers. ...... $2.22 kerosine.......10.5-11.25 
= i di. ect 
nd, Me. Diesel........ a 
cone No. 1.. No. 6 fuel. ..... $1.95-2.50 
4) ee 9.5 
Diesel oil, shore New Mexico/W. Texas 
BIBT. ...00006 42-44 w.w. 
No. 6 fuel, no kerosine.. . . 10.5 -11.25 
sulf, guar...... $2.59-2.64 58 & above d.i 
do barges.....- $2. Diesel...........10.5-10.75 
Bunker C, No. 1 fuel. ...... 10. 25-11 
bunkers....... $2.46 No. 2 fuel 
No. 6 fuel... . . 31 90-2 .60 
pa sag ' a 
eo East Texas 
No. le gre duis 9.4 e4te.e. 
Diesel otl, shore kerosine........ 10.5-11.1 
58 4 above d.i. 
See 9.75-10.5 
No.8 6 fuel...... $2.00-2.50 





No. 6 fuel, max. 
1% sulf .....$2.83 


do barges...... $2.76 
Bunker C, 
bunkers. ...... $2.46 


Savannah, Ga. 


Kerosine, No. 1. .11.1-11.4 
No, 2 fuel. ....-.- 10.9-11.2 
Diesel oil, shore 
plants....... 
No. 5 fuel...... $3.01 
No. 6 fuel, no 
sulf. guar..... .$2.37 
do barges . -$2.34 
Light Diesel. 
unkers, ..... .$4.578-4.704 
Heavy Diesel, 
bunkers. ......$3.65A 
Bunker C, 
bunkers....... $2.24 
Tampa, Fla. 
Kerosine, No. 1. .10.9-10.95 
No. 2 fuel. ...... 10.7 
Diesel oil, shore 
ee 10.7 
No. 6 fuel, no 
sulf. guar...... $2.37 
do barges. ..... $2.34 
Light Diesel. .... $4.62 
Bunker C, 
bunkers....... $2.34 
Toledo, Ohio 
Kerosine........ 25 . 
Diesel oil........ 11 
eS eee 11-12.9 
No. 2 fuel....... 10-11.9 
No. 5 fuel....... 8.75-9 05 
No. 6 fuel....... 8.2. 
Wilmington, N. C. 
Kerosine, No. 1. .9.9 
No. 2 fuel....... 9.6 
Diesel oil, shore 
ERS 
No. 4 fuel...... $3.3 
so $2.91 
Light Diesel, 
unkers....... 3.94 
oun (Okie shpt.) 
42-44 w. 
eresien idhaad 9.875-10 125 
58 & above d.i. 
Diesel......... 9.375 -10.25 
No. 1 fuel. .. 9.375-9. 875 
No. 2 fuel. ...... 8 625-9. 125 
No. 6 fuel. .... $1.80-1.95 
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Kansas (For Kans. destinations on ty) 


42-44 w.w. 

kerosine 9.85W-10V 
52 & above d.i. 

Diesel 9.5v 
58 & above d.i. 

Diesel eS iy 9.75 
No. 1 fuel 9.5W-9.75V 
No. 2 fuel 8.75W-9V 
No. 6 fuel $1.70¥-1.80¥ 


Ark. (For shpt. to Ark. & La.) 
42-44 w.w. 

kerosine....... 10.625 
Tractor fuel... ..11V 
52 & below d.i i. 


Diesel... 
58 & above d.i 
iesel . 875 
No. 2 fuel. .....- 9.f 
No. 4 fuel...... 2.58 
No. 5 fuel. ..... $2.35 
No. 6 fuel. .. $2.20 


Western Penna.— + aaa 
Kerosine. . .. 
55 cetane Diesel. . 


No. 1 fuel....... it 25 
No. 2 fuel. ..... 10.75 
36-40 gravity fuel.10.25 

Oil City 

Kerosine 2 

55 cetane Diesel. .11.7 

No. 1 fuel. ...... 11.25 
No. 2 fuel. ..... 11 
Pittsburgh 

Kerosine . 11.7-11.95 
50 cetane Diesel..11.45 

No. 1 fuel. ......11.7-12 
No. 2 fuel. ......11.2-11.5 


36-40 gravity fuel.11.25 


Central Michigan 
—_— oil, kero- 
Fens abawed 11. 125-13 .25 


P. w. distillate. ..13.1-13.6 
No. 2 fuel....... 10. 125-12.5 
U. G. 1. gas = 1) 

No. 5 fuel. ......9.1-9.2 

No. 6 fuel . 8.35-8.45 


California—Los Angeles Dist. 
Rack 
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Diese !fue) 
PS 200 


le, 8.6-11.25 
Light fuel 
eres $2.80 
Heavy fuel 
isdestese $2.15-2.35 
Tank Car 
40-43 ww 
kerosine......... 15.8 
Stove dist. 
See 9-15.3 
Diesel fuel 
i Speer 8.5-13.8 
Light fuel 
ae $2.80 
Heavy fuel 
Css evenees $2.15-2.35 
oe Truck (400 gal. or more) 
wv 
kerosine......... 19.3 
Stove dist. 
| Serre 15.8 
Diesel fuel 
ae 14.3 
San Francisco Dist. 
Tank Car: 
41-43 w.w 
kerosine......... 16.3 
Stove dist. 
Fie Ob adascévce 15.8 
Diesel fuei 
i ae 4.3 
Light fuel 
_ eee $2.85-3.03 
Heavy fuel 
Gn casccéeas $2.40-2.58 
= Truck (400 gal. or more) 
w 
kerosine......... 19.8 
Stove dist. 
i. Se 16.3 
Diese! fuel 
) a 14.8 
Pacific Coast 
Ships’ bunkers, or deep tank lots 
San Pedro, Calif. 
Diesel—PS 200.. .$5.09 
aan C—PS 
uae abacwanel $2.10 


a Francisco, Calif. 
Diesel—PS 200.. .$5.30 


Bunker C—PS 

Gi vetcgicends $2.15 
Seattle. Wash. 
Diesel—PS 200... $5.55 
Bunker C—PS 
Ckesicradenta $2.50 


Mexico 
Ships’ bunkers: US dollaro per bbi. of 
169 liters. 


Guaymas 
aneédecnied $5.89 
Bunker C....... $3.20 
Manzanillo 

| er $5.42 
Bunker C....... $3.20 
Minatitlan 

) eae $3.88 
Bunker C.......$2.15 
Salina Cruz 
a $5.42 
Bunker C...... $3.20 
Tampico 
oe $3.88 
Bunker C...... .$2.15 
Vera Cruz 

Bunker C....... $2.15 


Natural Gasoline 


Prices are to blenders on freight basis 
shown; shipments into tanks cars or pipe- 
lines may originate in any Mid-Continent 
district. Prices on basis of last sale unless 
otherwise designated 

FOB Group 3 

Grade 26-70 

4.5¢ 

FOB Breckenridge, Tex. 

Grade 26-70 

4¢ 


LP-Gas 


Producers contract prices, tank cars 
New York 
9.06V-9.37 


Harbor 
Philadelphia 8.80 


Oklahoma 

Group 3. 4. 
Baton Rouge 5. 
New Orleans 


5V-5 
125W-5.875 


Lubricating Oils 
Western Penna. 

Viscous Neutrals—No. 3 Col. Vis. at 
70° F, 

200 vis. (180 at 000") Ga to GES Gah. 
Oe is hci cdaexe 25A 

= - (143 at ber “Pang 10405 flash. 


a 
145 to ” vie, at 210, No. 8 Co. 


25 p.t. 34 
c inden stodh 

a alterable, 16 
600 flash. . 218 
630 flash. . b eseue 20 
Mid 


Id Continenta 
FOB Tulsa basis, for domestic shipment 
only, bright en. vis. at 210° neutrals. 
vis. at 100° 0-10 p.p. 


Sright epee 


1025 p.p.. 24 
150-160 vs. D 

0-10 p.p.. seve 
10-25 D.p.. uvédeinel 
120 vs. D 

Pe 6. divans 21 
Bright Stock—Solvent 
150-160 vis. 


0-10 p.p., 95 v.i... 24-25 
Neutral Olls—Conventional— Pale Oils 
60-85 vi 


3. 
No. 2 col....... 15.75 
86-110 vis. 
No. 2 col........16 


150 vis. No. 3 col.17.5 
180 vis. No. 3 col.17.75 
200 vis. No. 3 col.18 
250 vis. No. 3 col.18.5 
280 vis. No. 3 col.18.75 
300 vis. No. 3 col.19 


Neutral Oils—Solvents— 95 v.i. 


170-180 vis. ...-20.25-21.25 
200-210 vis. .....20.5-21.5 
300 vis....... .-21.5-22.5 
Cylinder Stocks 
600 s.r. olive 
green....... .- 18.5 
Gulf Coast 


Solvent Refined Oils from Mid-Con- 
tinent grade crude: FOL ship at duit for 
export. 

pos coh sae vis. at 210 

150-160 

0-10 k.t., “as vi. .24 


Neutral Olle—Vis. at 100; 95 v.1. 0-10 p.1. 
20 


Co) 
| Ee 5 
300 vis.......... 21.5 
600 vis.......... 22.5 
South Texas 
Vis. at 100° F., FOB 8. Tex. refineries for 
domestic and/or export shipment. 
Pale Olls 
heat a 4 5.5 
‘ 1 
200 mA No. 
Giccccccee 17 
300 vis. No. 
idsesessees 17.5 
500 vis. No. 
‘ MY ecol....... 18 
"750 vis. No 
~ eres 18.25 
1200 vis. No. 
3-4 eol........... 18.75 
200 vis. No 
Das baedeceens 19.25 
Red Olls 
100 vis. No. 
vr 15.5 
200 vis. No 
Geiitnessecess 17 
300 vis. No. 
act ntseus 17.5 
600 vis. No 
. 2 i8 
750 vis. No. 
Gcddneedes 18.25 
1200 vis. No. 
6-6 col......... 18.75 
2000 vis. No. 
5-6 col......... . 10.25 
(Cantinued on neat page) 


REFINERY AND ‘onion PRICES 






























































Providence, R. |. 


1.15¢ for 1,000 Ib. skids; 1.6¢ Ib. for 55 
Ib. cartons. Mel: Mineral spirits. ..18. 


Avg as ting points are AMP. 
New ga N. Y. 
Grade 100/130. . 
Grade 91/96 
Grade 80 


Naphthas & 
Solvents Sere. a me 


Baltimore, Md. Cleaners naphtha.13. a8 
Mineral spirits. ..17.5 V.M. & P. 


Naphtha....... 13 875 
, _ 


Crude Scale Wax 
124-130......... 6.6 


Refined Wax 
123-145. ........ 7.65 


Toledo, Ohio Refined Wax 
Grade 100/130. . .20.05 149-181.........0.18 


os Petrolatums 


Western Penna. 
Bbis.; carloads; om. cars, 2.25¢ less. 
Snow white...... : oy we, x ae Penna. 
6.25 ons wat ; be, it City: 

Mineral spirits... .1 Stoddard eolvent. 18 


Mineral spirits. . 12.875 
Rubber solvent... 13.878 
Lacquer diluent. . 14. 125-14 375 
Benzol diluent. 15 125-15 625 


Western Penna, (t.c. in butk) 
124-6 —_ ite 
crude scale. . 


Seaboard Wax 

Prices are for bulk lots in cen per Kio 

in tank cars or tank trucks, F. ad 
tic or Gulf Coast refineries. For ala’ 


Se me. 
add: 0.9¢ Ib. for 1,500-2,000 Ib. A Stoddard solvent. 








Tank Wagon Prices NPN Gasoline Index 


Dealer T.W. Tank Car 

(cents per gal.) 
Prices for gasoline do not include taxes; they do however, include inspection fees, Oct. 15 . . 16.41 3.5 
amounts of which may be obtained by writing to NPN. Gasoline taxes, shown in separate ~ aga A ; sy ; - os 87 
column include 3¢ federal and state taxes; also city and county taxes as indicated in , re § y , 











Dealer index is an average of dealer tank wagon prices ex tax in 50 cities. 


footnotes. Kerosine tank wagon prices also do not include taxes; kerosine taxes where 
levied are indicated in footnotes. Discounts if any, are shown in footnotes. These prices 
n effect October 15, 1959, as posted by principal marketing companies at their head 


Tank car index is weighted average of following wholesale markets for regu- 
lar-grade gasoline, FOB refineries or terminals: Oklahoma, Chicago District, 
Minneapolis-St. Paul, Western Pennsylvania, California, Philadelphia, Jack- 


quarters’ offices, but subject to later correction. sonville, Boston, and Gulf Coast. 











Mobil Oil Co. 


ee 
Mobilheat 
Cons. *Mobil Kerosine *(No. 2 Fuel) 
T.W. T.C, Yard Yard 
New York City 
Manhattan 


oe 


Quee 
Hichmond 
Mt. Vernon, N. Y 


tat at bet tt tt ett pt 
NAPSAOSS|R 
Rooywwsss 


Binghamton 


oo 


Jamestown . 
Plattsburg. . 
Rochester. . 


9 
2 
2 
2 
4 
4 
6 

5.4 
5 
3 

5.9 
7 


. i hk . . 
. oocoorrcoececo: oo: 


pa put ba» 
ator 
> COMOROS Awe: Ons 


Bridgeport, Conn. . 
Hartford 

New Haven............ 
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*Com. cons. t.c. prey 15¢ higher. 
Taxes: NYC prices are ex 3% city sales tax, Syacuse prices ex 4h city salestax. 
Pp pea Mobil Kerosine M obilheat—NYC (all boroughs) aM 5 Veleun be. less 0.5¢ for deliveries of 300 gal or more. Mobilfnel Diesel— Al! pointe, t.w. less 0.5¢ for deliveries 
of 800 gal or more. 
Notes: Premium-grade t.w. prices 3.5¢ above regular. Jamestown t.c. prices are delivered, all other t.c. prices FOB bulk terminals. 
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Atlantic 


Atlantic Gasoline Kerosine 


* e (Regular) an 0. 
Re ining Dir. Cons, Gasoline No.1 Fuel(a) Fuel (a) 
T.W T.W Taxes T.W. T.W. 
Philadelphia, Pa. *15.1 16.1 9.0 14.7 14.0 
Reading....... *15.1 16.1 9.0 14.95 14.3 
Allentown. .... *15.1 16.1 9.0 14.95 14.3 
Harrisburg........  *15.1 16.1 9.0 14.95 14.3 
Wilkes-Barre ee *15.1 16.1 9.0 15.25 14.6 
Williamsport. . *15.1 16.1 9.0 15.25 14.6 
Pittsburgh... . **15.9 16.9 9.0 15.5 14.65 
Altoona. .. **15.9 16.9 9.0 15.5 14.65 
Made cues **15.9 16.9 9.0 15.5 14.65 
Greensburg. **15.9 16.9 9.0 15.5 14.65 
Wilmington, Del. 16.1 17.1 9.0 
Hartford, Conn. 14.5 16.5 10.0 
New Haven... 14.5 16.5 10.0 14.3 
Boston, Mass. 14.4 16.4 9.5 
Springfield 11.4 13.4 9.5 
Providence, R. I. 12.9 14.9 10.0 14.2 
Camden, N. J. 14.0 15.5 9.0 14.4 13.9 
Newark. 14.0 15.5 9.0 14.3 13.8 
Albany, N. Y. 16.4 16.9 10.0 14.7 13.9 
Binghamton 15.7 17.1 10.0 15.3 14.6 
Buffalo. . . 15.4 17.0 10.0 15.9 15.5 
Elmira 16.6 17.1 10.0 15.7 15.0 
Rochester 15.9 7.2 10.0 15.4 14.8 
Syracuse... . 15.7 17.4 10.0 
Baltimore, Md. 15.4 16.9 10.0 14.1 
Richmond, Va : 14.9 15.9 10.0 14.5 13.8 
Charlotte, N.C..... 14.9 16.6 11.0 14.6 13.9 
Jacksonville, Fla. 14.4 16.6 11.0 
Miami 14.9 16.6 11.0 
* Fair-trade minimum service station price 19.9¢ 
** Fair-trade minimum service station price 20. 9¢ 


+ State and Federal taxes only. 
Heavy Fuels 

: No. 5 No. 6 
UMS sinks S ucckoc.ss Gonns der densinuvecctcunewear 9.07 7.45 

Notes: Premium-grade t.w. prices 3.5¢ above regular. Kerosine—Penna. add 1¢ gal 
for t.w. deliveries under 100 gal at one time. Camden—Add 1¢ for deliveries of 100-299 
gal, 2¢ for under 100 gal. 

(a) Prices subject to 0.5¢ per gal discount; except Philadelphia and Camden, 0.6¢; 
and Charlotte, no discount. 


Esso 


Esso Gasoline Kerosine 
Standard (Regular) an No. 2 
Dir. Cons. Gasoline No. 1 Fuel Fuel 
T.W. Taxes T.W. T.W. 
Atlantic City, N. J..... 14.0 15.5 9.0 14.3* 13.8 
Newark. . 140 15.5 9.0 14.3* 13.8 
Baltimore, Md 15.9 16.9 10.0 14.1 
Cumberland. . 16.4 17.4 10.0 
Washington, D.C...... 15.9 16.9 10.0 14.4 
Danville, Va... 15.9 16.9 10.0 14.9" 14.1 
Petersburg. . 14.9 15.9 10.0 14.5 13.8 
Norfolk... . 14.9 15.9 10.0 14.5 13.4 
Richmond. . . 14.9 15.9 10.0 14.5 13.8 
Roanoke. . . 15.9 16.9 10.0 15.9* 14.9 
Charleston, W. Va. 14.9 15.9 11.0 14.6* 
Fairmount 15.9 16.9 11.0 16.1* 
Parkersburg. . 14.9 15.9 11.0 15.0* 
Wheeling 5 17.1 11.0 15.0" 
Charlotte, N.C. ‘ 15.6 16.6 11.0 14.6 13.9 
Hickory 15.7 16.7 11.0 14.8 14.2 
Mt. Airy 15.6 16.6 11.0 15. 1* 14.4 
Raleigh. . 15.9 16.9 11.0 15.4 14.8 
Salisbury. 15.6 16.6 11.0 14.6 13.9 
Charleston, 8. C. 15.5 16.5 11.0 13.43 
Columbia... . . 15.8 16.8 11.0 14.83 
Spartanburg. 15.6 16.6 11.0 13.73 
New Orleans, La. 13.9 14.9 11.0 13.1* 
Baton Rouge. . 13.9 14.9 11.0 12.9° 
Alexandria 14.9 15.9 11.0 14.0° 
Lake Charles 13.9 14.9 11.0 12.8* 
Shreveport 15.4 16.4 11.0 14.9* 
New Iberia 14.9 15.9 11.0 13.3* 
Knoxville, Tenn. 14.9 15.9 11.0 15.3* 
Memphis ee 14.1 15.1 11.0 14.8* 
Chattanooga 11.0 15.2* 
Nashville 14.9 15.9 11.0 15.1* 
Little Rock, Ark. 14.4 15.4 10.5 15.5* 
*Prices apply for kerosine only 
Heavy Fuels 
No.4 Fuel No. 6 Fuel 
Newark, N. J...... . : $3 782 $3.05 
Baltimore, Md... ae apeeed eel peeteeea 414 3 33 
Washington, D. C. 1,050 gal minimum.................... 4.43 3.36 


Taxes: Louisiana kerosine prices do not include 1¢ state tax. 

Notes: Kerosine/No. 1—Atlantic City and Newark prices are for deliveries of 300 
gal or more: add 1¢ for 100-299 gal, 2¢ for less than 100 gal. Premium-grade t.w. prices 
2.5¢ above regular. 





(Prices are per imperial gal; to arrive at price per U. 8. 
gal, subtract 1/6th.). 
Esso Furnace 


Imperial 


Esso Gasoline 


om 
0 | (Regular) Gasoline Kerosine (No, 2 Fuel) 

! Dir. T.W. Taxes T.W. T.W. 
St. John’s, Nfid............. ef 17.0 24.7 18.2 
, * & ee er fF 17.0 23.7 17.2 
St. John, N. B. wines weae eee 15.0 25.7 17.2 
Charlottetown, P. E. 1... .. o6e ee 16.0 26.2 18.8 
Montreal, Que. Se 13.0 24.6 17.8 
Toronto, Ont............ 22.3 13.0 25.1 18.1 
Hamilton, Ont........... .- 23.3 13.0 25.1 18.1 
Winnipeg, Man...... ide 11.0 28.5 18.4 
Brandon, Man...... ; Perry 8 11.0 28.1 20.2 
Regina, Sask........ ices 12.0 25.2 17.1 
Saskatoon, Sask... . . : . 24.0 12.0 27.4 17.4 
Calgary, Alta........ : —— | 10.0 24.4 16.2 
Edmonton, Alta...... 20.3 10.0 23.9 15.7 
Vancouver, B. C. ; sak Mae 10.0 25.4 17.1 

Taxes: Gasoline taxes are provincial taxes. 
Note: Premium-grade t.w. 5.0¢ above regular. 
Indiana Red Crown Gasoline Standard 
(Regular) Furnace Oil 

St d d Dir. Cons. Gasoline Kerosine 1-99 100 gal 

an ar T.W. T.W. Taxes T.W. gal and over 
Chicago, Ill. 16.4 18.4 9.0 17.1 15.9 (a) 
South Bend, Ind 16.8 18.3 10.0 17.5 16.2 15.2 
Detroit, Mich. 16.5 18.0 10.0 17.8 16.1 15.1 (b) 
Mpls.-St. Paul, Minn 19.1 9.0 17.3 15.9 (a 
Des Moines, lowa 18.5 10.0 17.5 15.7 14.7 
St. Louis, Mo 17.8 8.5 17.5 15.9 14.9 
Wichita, Kan 16.6 18.1 9.0 16.2 14.1 13.1 
Omaha, Nebr 18.6 11.0 17.7 15.2 14.2 
Fargo, N. D 17.9 19.4 10.0 19.2 16.5 15.5 
Huron, 8. D 18.2 19.7 10.0 18.6 16.4 15.4 
Milwaukee, Wis. 17.1 18.6 10.0 17.4 15.9 (a) 


(a) See below for prices on larger quantities. (b) 14.9¢ for 750 gal. & over. 
Standard Furnace Oi! Stanolex Fuel A Stanolex Fuel C 
1 


400 gal 1-749 750 gal 1-749 750 gal 
gal & over gal & over gal & over 
Chicago 14.9 14.4 11.55 10.8 10.25 9.5 
Standard Furnace Oil 
100-174 = 175-849 §= 850 gal §«=:1100-349 «= _- 350 gal 
gal gal & over gal & over 
Mpls.-St. Paul. ... 14.9 14.2 13.7 
Milwaukee... ... 14.9 14.4 


Taxes: St. Louis gasoline tax includes 1.5¢ city tax. Des Moines kerosine & furnace 
oil prices do not include 7¢ state tax. State sales, occupation, consumer & use taxes to 
be added, where applicable. 

Discounts: Red Crown c.t.w. prices at some points subject to varying discounts for 
quantity deliveries. 


Standard 
Of Cal. 


Prices are tank truck postings, ex all taxes, ap- 
plying for deliveries of 400 gal or more; see 
below for other deliveries. 





Standard 
“Pearl Chevron ~- 
Chevron Gasoline oil” Diesel Furnace Stove 
(Regular) Taxes Kerosine Fuel oil Oil 
San Francisco, Calif 18.3 10.0 19.8 14.8 14.8 16.3 
Los Angeles. . 17.8 10.0 19.3 14.3 14.3 15.8 
Fresno 19.4 10.0 21.8 15.6 15.6 17.1 
Phoenix 19.5 9.0 22.7 16.7 16.7 19.7 
Reno, Nev 20.7 10.0 22.4 17.3 
Portland, Ore. 18.9 10.0 21.8 15.1 
Seattle, Wash 19.0 10.5 21.8 15.2 
Spokane. 21.2 10.5 24.6 16.8 
Tacoma 19.0 10.5 21.8 15.2 
Boise, Idaho 20.7 10.0 31.6 16.7 16.7 18.2 
Salt Lake City, Utah.. 19.3 10.0 20.7 15.3 13.8" 1 
Honolulu, Hawaii 19.4 12.5 20.9 15.6 15.6 
Fairbanks, Alaska 20.1 9.0 37.9 
Juneau... 20.6 9.0 29.8 


*Standard No, 2 Burner Oil. 

Taxes: Honolulu— Diesel /furnace oil price is ex 1¢ territorial tax; all T.H. prices are ex- 
Hawaiian gross income tax of 0.75% wholesale and 3.5% retail. 

Notes: For other deliveries— 

Chevron (regular)—Add to 400-gal-and-over price 1¢ for 40-199 gal, 0.5¢ for 200-399 
gal, except to marine trade in Alaska where 0.5¢ differential applies to 40-399 gal; for 
less than 40 gal, add 5¢ gal, except at Honolulu add 5¢ for less than 40 gal to marine 
trade and less than 100 gal to shoreside trade. Chevron Supreme (premium) prices are 
4¢ higher than Chevron (regular) for quantity delivered at all points except Salt Lake 
City, 3.0¢. Chevron Custom Supreme gasoline is 5.5¢ gal higher than Chevron gasoline 
where available. 

Kerosine—Add to 400-gal-and-over price 11¢ for less than 20 gal, 6¢ for 20-199 gal, 
3¢ for 200-399 gal; tank car/truck trailer. deduct 3.5¢ 

Diesel, furnace & stove oile—Add to 400-gal-and-over price 5¢ for less than 40 gal, 
1¢ for 40-199 gal, 0.5¢ for 200-399 gal. 

Continued on next page) 


TANK WAGON PRICES 
























USE OUR FAST, EASY-TO-READ 
PETROLEUM CALCULATOR CARDS 


ONE RATE ON A CARD. CARDS AVAILABLE FROM .07 TO .351 IN 1/10c STEPS ONLY 
EACH CARD SHOWS 1 TO 999 GALS. GALLONS PRINTED IN RED, PRICES IN BLACK 


WS is New Feature: 1000 to 9000 GALS, in 1000 STEPS. | FREE Description on Request | 
@.>DEGREE DAY SYSTEMS 39-30N seth st. WOODSIDE 77, N. Y. TWining 8-6666 
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Ohio Standard Continental Oil 


Sohio Extron Gasoline (Regular) 
Cosine (N.B. Prices are Continental's tank wagon prices. Current selling prices may vary trom 
those shown because of local conditions.) 
Akron 
Canton 
Cincinnati. . 
Cleveland. . 
Columbus 
Dayton... 
Lima - 
Mansfield. 
Portsmouth 
Toledo 
Youngstown . 
Zanesville 17.1 6 21.9 ll. 5.6 .£ 
Notes: Kerosine, Nos. 1 & 2 Fuels—Prices are for 100 gal or more; for 50-99 gal, add : 
1¢; 1-49 gal, add 2¢. Premium-grade prices: consumer t.w. & 6.8. 4¢ above regular, re- Cheyenne 
sellers 3.5¢ above regular. 8.8. prices are at company-operated stations. Billings, Mont. 19.§ 
“Summer discount of 0.5¢ on t.w. sales except at Portsmouth and Zanesville. Butte 20.4 


onoco Taxes: Gasoline taxes include these 
Gauls Gaso- Kero- city taxes; Albuquerque & Roswell, 0.5¢; 

T.W. tine sine Santa Fe, Cheyenne & Casper, lf. _ 
(Regular) Taxes T.W. as Bolt, i, : io 

5 ine prices a} ‘or delive' 
Rena RAN Ng mi fran 200 gal; 250-309 gal, deduct 0.5¢; 
Grand June- 400 gal & over, deduct 1¢. ‘ 
—_ 20.6 Notes: Premium-grade t.w. prices 3.5¢ 
Pueblo 18.7 above regular, except Utah & Idaho 
; W premum grade 3.0¢. 

pos senacclaaae > *Prices apply to dealers and consumers 
except Oklahoma points where consumer 


eet are eet 


wm © 
a 


18.§ 


prices are 1¢ higher. 
Great Falls 19.¢ 
Helena 20.6 


mee Kentucky Standard 


Utah " 20.3 J Crown Gaso- Kero- 
Texaco ve oe 4. Twin I Gasoline line sine 
scaeese’ ae 5. § ‘ pong RS P aa T.W. Taxes T.W. 
Q daho 22. ‘ 
Fire Chief Gasoline senaiiebeite Atlanta,Ga. 16.9 10.5 15.9 
_ = Kerosine ; N.M 18.5 5 — 12.0 15.8 
coral Tw. oe ean inst ’ Roswell V7 10.4 Jackson, Miss. 17.0 11.0 16.1 
“W. Ww. Ww. F Santa Fe 18 1 1 Jacksonville, 
Dallas, Tex... 16.4 Gasoline taxes: 9¢. ne 6 11.0 6.9 
Ft. Worth... 16.4 Notes: Prices are for min. 25-gal. de- Okla 16.43* 10.5 4, 
Wichita Falle 15.6 liveries. Gasoline—Premium-grade t.w. : Taxes: Birmingham gasoline taxes in- 
Amarillo.... 16.4 ices 3.5¢ above regular, except El Paso, ( klehor a “ : clude 1¢ Jefferson County tax. Kerosine 
ur. oe .7¢ higher. Kerosine—Prices apply to ity 16.43* 10.! ‘ taxes not included in prices: Georgia 1¢; 
Paso..... 17.8 dealers & consumers. Tulsa 16.43*, 10.! 5. Mississippi,’ 0.5¢. 


nonwnwe — = te 








Gasoline Markets 











Gasoline Consumption by States, July 1959 


(American Petroleum Institute Figures 


Tax Rate} ——_—_—_—_———— Month of———-——-——-- -——5 Months Ending With--— 

July June, 1959 July, 1959 July, 1958 July, 1959 July, 1958 
Cents 000 Gal. 000 Gal. 000 Gal. 000 Gal. 000 Gal. 
Alabama ‘ ; : 7 89,933 89,251 82,496 578,019 543,616 
Arizona. . “ 5 42,421 41,674 39,062 281,302 260,928 
Arkansas. . ‘ ee 614 56,944 54,923 52,801 348 ,060 329,634 
California......... se 6 512,975 540,964 513,901 3,415,956 3,243 ,623 
Colorado. . . - 6 704 74,337 73,215 405 , 983 389,513 


Connecticut és t ‘ 6 I7 , 027 70,658 383 437 ,904 417,867 
Delaware........ : 5 132 20,172 ,496 119,136 110,692 
District of Columbia ‘ 6 7,670 17,558 h 679 119,752 113,904 
Florida ea re 7 53,299 160,523 5,544 1,112,261 1,040,919 
Georgia. .... ; , oP 6% , 259 117,447 7,898 756,172 709 , 200 


) : : 30,009 28, 428 160,348 153,423 
Illinois. .... P i 282,27 274,144 255, 958 1,756,519 1,692,480 
Indiana. .... ae ‘ 5 19, 168,721 56,7! 1,044, 287 990,040 
ee a i) 30,345 115,896 003 672,487 663 ,936 
Kansas... . ° ‘ 7,07: , 668 256 622,445 608 ,641 


Kentucky..... 3,32 3,160 78, 526,680 497 ,597 
Louisiana... 3,742 ,352 2,55 552,385 543,938 
Maine...... 31,196 36,331 35,3: 185,178 176,291 
Maryland A 699 78,85: 520,999 488 ,317 
Massachusetts : 514 25,82 31,654 25 56 803 ,934 763,840 


Michigan........ : 247 ,05 251,623 249,37 1,518, 166 1,473,327 
Minnesota... . ; 32,002 466 29 , 00 768,345 739,463 
Mississippi . os " 55 , 5f 57,646 8 79! 385,102 362 ,739 
Missouri vs é 50 , 95F 58,401 9,5: 1,009,320 950,473 
Montana... . és 30,47 36, 222 34,05! 174,285 165,512 


Nebraska...... 4, 28 \7 , 565 41,78 363,270 343,247 
Nevada. ..... . . 753 5,035 , 68 84,882 77.444 
New Hampshire F 9, 21,105 3,35 115,293 108/533 
New Jersey... . ,703 188 ,096 15,173 1,151,986 1,072,975 


New Mexico : : : 5 053 10,500 


, 25: 
New York..... ' : a 361,83 304,877 379,095 2,34 


453 252,322 
5,724 2, 260,967 
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(American Petroleum Institute Figures) 











Tax Ratet —— ——— Month of ——_—— --—_—_— ——65 Months Ending With—- 
July June, 1959 July, 1959 July, 1958 July, 1959 uly, 1958 
Cents Gal. 000 Gal. 000 Gal. 000 Gal. Gal. 
PIN 55 bi ddidin i once stan sew dtdenes 7 124,665 132,204 118,752 844,377 775,880 
IN didn Chdcnvsknidecadonrvetvekasadsdaptdidutscoeke 6 33,274 31,059 33,024 175,031 175,720 
EI ace 5 br cli eccdceul esp vabhess eae eNedeawarsebeawhe 7 283, 167 293,145 280,794 1,891,666 1,781,529 
MN, DRC os cos ax chee ch ac kann tee heer RT Dee bere ase lee 6% 104, 203 99,609 92, 466 618,717 583 , 669 
DN AnG Sedan teedanodde oa tate 0cdkvedasadi ender Mian dedesle 6 62,829 68 ,620 64,648 384,712 368,172 
RE ad din as csc 6KAENG hee Chee mem ekeeTee. 5 289,943 302,224 297,118 1,868,794 1,802,261 
MEL haw EKV'n oa CREEK Es CU ON Ube t BRE eCERO CASK s Heo cee 6 21,700 22,445 22,252 141,626 141,376 
ey et reer 7 65,945 67,492 62,438 426 , 280 397 ,022 
CT Coe ae Gwe Seay pba ncn dacs one 6 33,980 37,009 34,215 197 ,339 187, 92 
Ws cs vised cans exces chen saxo tie nalee Bt Ea esas oko 7 105 , 923 105,343 95,598 682,350 632,861 
ME CSUN Ais tact ecceyaésecatse Satucpureuces ne ei 5 386 ,687 406 ,526 438,381 2,656 ,666 2,700,587 
Mie eawaia yi aneoer'as eowacnsh oa heetaradaaes : 6 33,451 34,139 32,887 196 , 665 185 021 
WUE daccuh chakeeakesds atiches cana ae ae ; 6! 12,004 14,833 13,936 73, 282 69,973 
si cadnnsecs nce dbeecutasvate teat hus ee sept 6 116,357 122,293 118,383 760 , 966 720,491 
EC esncheice sakdsceinaaes Peegeo en vaueeTicyebca’ tvs 6% 101,319 113,432 96,514 639,808 582,112 
I oo bc edecbdosesébesncndencaecs eaedan 3 7 45,393 43,115 302 ,059 281,340 
CER x 5% shila o< 60's EE4RC am baseued Les <5 ERs snk , 6 129, 800 131,301 765 , 492 735,785 
Weak s 6 ch bcid civccahing toaeees Fenseneo bhebhades een 5 18,950 21,937 101,280 95,747 
Total 48 States and D. of C.......... omer ee oenee epee 542,613 5,724,378 5,461,749 35,321,743 33 ,762 ,857 
Daily Average.............. héusneteane sik Per ee ‘ ‘ 184,754 184, 657 176,185 166,612 159 , 259 
Change from previous year: 
(| SSR ae eee pie Ga deas'svicdbdenecchaaess +262, 629 . +1, 558,868 
Percentage change in Daily Average....... PA ay ee le Gate +4.81% +4. 620% 
—_———— 7,896 9, 156 47,754 
t These are State tax rates per gallon. In addition there is the Federal Tax of three cents (3¢) per gallon. 
* New Hampshire gasoline tax increased one cent (1¢) July 1, 1959. 
+ . . . 
Gasoline Prices for 55 U. S. Cities 
Dealer tank wagon and retail prices for regular-grade (house-brand) gasoline, and taxes News are shown below. Figures are in ¢ cper gal.; (i) and (d) indicate increase or decrease 
in 55 representative U. 8. cities on Oct. 1, 1959 as compiled by National Petroleum as compared with Sept. 1, 1959. Tax col. indicates only motor fuel taxes levied as such . 
Dir. T.W. Ser. Sta. Ta Ser. Sta. Dir. T.W. Ser. Sta. Tax Ser. Sta. 
(ex tax) (ex tax) (incl. 3¢ federal) (incl. tax) (ex tax) (ex tax) (inel. 3¢ federal) (incl. tax) 
Average U.S. . d-16.39 d-21.37 i-10.12 1-31.49 Milwaukee, Wise. d-17.30 22.90 10.00 2.90 
Portland, Me. 1-14.90 i-18.90 11.00 i-29.90 Twin Cities, Minn 15.30 20.40 9.00 .40 
Manchester, N. H 15.60 19.90 11.00 30.90 Fargo, N. D. 17.90 23.90 10.00 90 
Burlington, Vt. 17.30 22.40 10.50 -32.90 Huron, 8. D. 18.20 d-23.90 10.00 3.90 
Boston, Mass. i-12.50 16.40 9.50 90 Omaha, Nebr. 16.40 21.90 11.00 2.90 
Providence, R. I. 13.90 17.90 10.00 90 Des Moines, Iowa 16.30 21.90 10.00 .90 
Hartford, Conn. 15.20 19.90 10.00 29.90 St. Louis, Mo. d-16.30 d-22.40 8.50°** .90 
Buffalo, N. Y. i-16.40 1-19.90 10.00 90 Wichita, Kans d-16.40 d-20.90 9.00 90 
New York, N. Y 16.20 21.90 10.00 1-31.90 Tulsa, Okla. 16.30 d-21.40 10.50 .90 
Newark, N. J. 15.00 19.90 9.00 i-28.90 Little Rock, Ark 14.40 19.40 10.50 90 
Philadelphia, Pa. d-15.10 d-19.90 9.00 28.90 New Orleans, La. 13.90 18.90 11.00 -90 
Wilmington, Del... 16.10 20.90 9.00 1-29.90 Dallas, Tex. i-16.40 i-20.90 9.00 .90 
Baltimore, Md. 15.90 21.90 10.00 1-31.90 Houston, Tex. 15.40 20.90 9.00 9 
Washington, D. C. 15.90 i-21.90 10.00 1-31.90 E! Paso, Tex. 17.80 22.90 9.00 90 
Charleston, W. Va. 14.90 19.90 11.00 1-30.90 Albuquerque, N. M 18.60 d-22.40 10.50* .90 
Norfolk, Va. 14.90 19.90 10.00 1-29.90 Denver, Colo. d-8.30 d-13.90 10.00 .90 
Charlotte, N. C. d-14.90 20.90 11.00 1-31.90 Cheyenne, Wyo. 18.90 i-26.40 10.00* 40 
Charleston, 8. C. 15.50 20.90 11.00 i-31.90 Great Falls, Mont 19.90 26.90 10.00 90 
Atlanta, Ga. d-16.10 d-21.40 10.50 31.90 Boise, Idaho 20.70 i-27.40 10.00 40 
Jacksonville, Fla. 16.60 i-21.90 11.00 1-32.90 Salt Lake City, Utah 19.30 21.90 10.00 90 
Birmingham, Ala. i-15.90 1-20.90 12.00** 1-32.90 teno, Nev. 20.70 28.00 10.00 00 
Jackson, Miss. 17.00 22.00 11.00 1-33.00 Phoenix, Ariz 19.50 d-19.90 9.00 90 
Memphis, Tenn. d-10.90 d-14.90 11.00 d-25.90 Los Angeles, Calif 17.80 18.90 10.00 4 
Louisville, Ky. 16.70 21.90 11.00 1-32.90 San Francisco, Calif 18.30 22.90 10.00 
Cleveland, Ohio - 17.10 21.90 11.00 1-32.90 Portland, Ore. 18.90 25.90 10.00 35. 
Cincinnati, Ohio 15.40 19.90 11.00 1-30.90 Seattle, Wash 19.00 d-17.40 10.50 d-27.90 
Indianapolis, Ind. . 15.70 20.90 10.00 1-30.90 Spokane, Wash 21.20 22.40 10.50 i-38.90 
Chicago, III. 16.40 22.90 9.00 “, 1-81.90 - 
Detroit, Mich. .. 14.10 d-20.30 10.00 d-30.30 * Includes 0.5¢ city tax. ** Includes 1¢ city tax. *** Includes 1.5¢ city tax. 


NOTE: Federal tax increased to 4¢ on Oct. 1 
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Service Station Building Permits, Jan.-June 1959 


Service station building activity increased 3.8% during 
the first half of 1959. A total of 4,037 permits were issued, 
compared with 3,889 for the same period in 1958. But 
at the same time, the dollar valuation decreased from 
$64,022,000 to $63,688,000. 

Building permits are issued for all types of service 


January February 


Val. 


$268 
115 
0 
105 

1 


STATE 


New England 
Connecticut 
Maine 
Massachusetts 
New Hampshire 
Rhode Island 
Vermont 


47 
0 
Middle Atlantic 978 
New Jersey 
New York 


Pennsylvania 


East North Central 
Illinois 
Indiana 
Michigan 
Ohio 
Wisconsin. . 


West North Central 
owa.... 
Kansas 
Minnesota 
Missouri 
Nebraska 
North Dakota 
South Dakota 


South Atlantic 
elaware 

Washington, D. ( 
Florida 
Georgia 
Maryland 
North Carolina 
South Carolina 
Virginia 
West Virginia 


— nD 
SNM eu wo 


to 
ton < 


East South Central 
Alabama 
Kentucky 
Mississippi 
Tennessee 


ny 
IP 


oO 


133 
865 


128 
141 
519 


584 
24 
229 
58 
0 
79 
68 
111 
15 


West South Central 
Arkansas 
Louisiana. 
Oklahoma 
Texas.... 


Mountain. 
Arizona 
Colorado. . 
Idaho 
Montana 
Nevada 
New Mexico 
Utah 
Wyoming 


wet 


no orn 


104 
82 
8 


14 


1,308 
881 
147 
280 


Pacific 
California 
Oregon 
Washington 


"142 
123 
217 


Total 48 States & D. C.. 504 $7,687° 497 $7,858" 762 


16 
0 
105 
154 
39 


,078 
504 
105 
469 


$11,428" 


station construction—such as remodeling, additions, major 
repairs—and do not represent only new stations. The 
figures do not necessarily represent the volume of build- 
ing actually starting during each month, because no adjust- 
ment is made for lapsed building permits or for the delay 
between issuance of the permit and start of construction. 


Valuation in $000) 
April 
Val 
$411 


79 
20 
227 
36 
21 
28 


Total Six Months 
Val. 
$2,138 


77 1 
166 
790 
203 
149 


59 


681 
749 
3,936 
2 896 


No. 


140 
42 
10 
60 


,591 
359 


136 
3,525 
347 
3,076 
2,645 
543 


.773 
930 
071 
,592 
, 104 
416 
365 


205 


OR ms be 
ae we me 


831 
360 
142 

3,529 

491 

, 109 

,044 
572 


= 
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ee RO Cee) 
_ 

a 

ron 


et eet BD 


20 
143 
,325 
95 
201 
208 
821 


757 
158 
246 
88 
17 
0 
145 
63 
40 
102 
357 
384 
361 


$11,791* 


59 
17 
207 
48 
0 


2,075 
1,538 
91 
446 


136 
105 
8 
23 


764 $12,969" 


93 
194 


“790 $11,954" 780 4,037 $63.686° 


* Dollar volumes do not always add up because the figures have been rounded to the nearest whole number. 


Source; Construction Statistics Office, Bureau of the Census, U. 8. Dept. of Commerce. 


For more information... 


...such as the U.S. Census service station figures 
| ...or the ‘57 and ‘58 s.s. building permit counts 


‘See your mid-May NPN FACTBOOK issue... page 190 


If you need another FACTBOOK, write NPN Reader Service, 
330 W. 42 St., New York 36, N.Y. Price : $2.00 
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(Begins on page 132) 
printed matter or point-of-sale mate- 
rial. We don’t even talk about it.” 

A check of other companies shows 
one promoting antifreeze “installed 
free,” without quoting a price. An- 
other suggests that dealers offer a 
cooling system “package” including 
a check of thermostat, hose and fan 
belt plus installation of antifreeze. 

One oil company recently circula- 
ted a bulletin reminding dealers about 
the $2.39 gal. carry-away price. Deal- 
ers are advised to use the cash-and- 
carry deal only as a sales suggestion 
to customers who did not buy anti- 
freeze from them last year. The 
theory of the $2.39 price is that it 
will help dealers win back some of 
the business they’ve lost to cash-and- 
carry stores. 

Focus on Service—Virtually every 
oil company is talking up the useful 
service provided by the dealer as a 
part of antifreeze installation. As nev- 
er before, and almost with one voice, 
they’re urging the dealer to be sure 
the customer is conscious he’s getting 
something more from the dealer than 
just the act of “pouring it in” when 
he buys antifreeze for $3.25 installed. 

In this, the oil companies are fol- 
lowing the lead of the antifreeze man- 
ufacturers who are spending big mon- 
ey to educate the public on the value 
of the dealer’s cooling system inspec- 
tion. And they’re being joined by a 
number of local dealer associations. 
Even those few dealer groups that 
have condemned the new two-price 
policy have done so because they 
think dealers render an essential serv- 
ice when they install antifreeze. 

A Houston dealer group points 
out that the name “service” in service 
stations “. . . means that we are first 
a service group.’ 

And the Alabama Service Station 
Assn. reports that its members are 
overwhelmingly in favor of quoting 
$3.25 gal. installed to all customers 
who ask the price; and to mention 
the $2.39 carry-away price only to 
those who say they can buy for less 
elsewhere. 

Oil companies will applaud the way 
the Alabama association winds up its 
bulletin on antifreeze: “People look 
up to you for rendering good service, 
but look down on you if you don’t 
earn a good living.” 


TBA MEN LOOK AT FUTURE 


Six speakers will look down the road 
at TBA’s future at the 1959 meeting of 
the Oil Industry TBA Group, Dec. 7-8 
at the Chase and Park Plaza Hotels, St. 
Louis. They'll include Dr. G. Herbert 
True, Institute of Visual Research; O. F. 
Minor, Shell Oil; George R. Miller, Rich- 
field Oil, and J. E. Dornoff, Pate Oil. 





IMPACT SAFETY 
CHECK VALVE 
with fusible link 


Whatever 








the local 
regulations... 


Without Fusible Link 


HERE’S SURE PROTECTION 


for remote control pumping systems! 


Tokheim’s line-up of Impact Safety stem; valve closes instantly. Series 
Check Valves provides just the 1099 has, in addition, a fusible link 
protection you need in case of which melts at 160°—triggers valve 
pedestal collision —in case of fire. shut; stops product flow. Cover 
A model for every state regulation plates are interchangeable to con- 
—every installation. vert one valve to another. All are 

Series 1098 snaps shut on 100- externally tamperproof .. . have 
Ib. blow to dispensing pedestal. threaded or Dresser ends...114" or 
Pendant disengages from poppet 2” sizes. Write for literature today. 


General Products Division 
TOKHEIM ,.CORPORATION 
DESIGNE®S AND BUILDERS OF SUPERIOR EQUIPMENT SINCE 1901 
1650 WABASH AVENUE, FORT WAYNE, INDIANA 
Factory Branch: 475 Ninth Street, San Francisco 3, California 
Subsidiaries: Tokheim N.V., Leiden, Holland; Tokheim (International) A. G., 
Lucerne, Switzerland; GenPro inc., Shelbyville, Indiana 
in Canada: Tokheim-Reeder of Canada, Ltd., 205 Yonge St., Toronto, Ontario 








ae . + 
Each month, many of us in this room re- 
ceive, by United States mail, a thick 82 by 11 
magazine whose cover is emblazoned with the 
slanted letters NPN, and the words The Magazine 
of Oil Marketing. 

**And that’s just what it is—a magazine which 
has become the leader in the oil marketing pub- 
lication field—our Bible. Why? Because it covers 
all topics of interest to the petroleum wholesaler 
and retailer. And not the least of these is the 
service station, its operation and its profit poten- 
tial.”” 

Harry J. Cool, President, Empire State Petroleum Association, Saranac Inn 
September 22, 1959. 
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Mobil Oil's New Lineup 


MOBIL OIL CO. is hard at work 
setting up new marketing divisions in 
its consolidation of all domestic op- 
erations into a single unit (NPN— 
Feb., p89). Magnolia Petroleum Co. 
becomes the Southwest marketing 
division of Mobil, effective Oct. 1. On 
Jan. 1 General Petroleum Corp. will 
be the Western marketing division. 

Here’s the new personnel lineup 
for the Southwest: 

George J. Gregor, Magnolia’s mar- 
keting vice president, becomes general 
manager, responsible for the five states 
previously handled by Magnolia. 
Headquarters remain in Dallas. 

H. D. Granbery is operating man- 
ager; W. H. Arnold, credit manager; 
P. A. Barlow, administrative manager; 
C. A. Dalton, commercial sales man- 
ager; N. J. Hotaling, resale sales 
manager; G. B. Bedwell, retail pro- 
grams manager, and W. A. Holbrook, 
real estate manager. 


District heads are: H. G. Hobbs, 
Houston; C. B. Kilpatrick, San 
Antdhio; S. P. Jones, Amarillo; 
Donald Smith, Oklahoma City; Goode 
Stewart, Littke Rock; W. S. Me- 
Andrew, Louisiana; D. C. Bennett, 
Dallas, and G. S. Johnson, Fort 
Worth. O. W. Chandler is Dallas 
industrial district manager; H. C. 
Eads, Houston industrial district man- 
ager, and A. G. Falk, fleet district 
manager. 

In the Western marketing division, 
changes so far are: 

H. H. Peckheiser, GP’s general 
manager of marketing, becomes vice 
president and director of marketing. 

C. H. Wartman, administrative 
manager, is now manager of gasoline, 
fuels and lubricants. G. N. Ramseyer 
is Operations manager; L. E. Bourquin 
is commercial sales manager, and 
Clyde W. Port is resale sales man- 
ager. 





W. J. HABKIRK (left), British-American Oil Co., recently elected president of the 
American Petroleum Credit Assn., and former president W. H. Montgomery, Pure Oil. 


Now He'll Lead the Credit Men’s Band 


W. J. Habkirk, general credit manager, 
British-American Oil Co., Toronto, is 
the new president of the American Pe- 
troleum Credit Assn., the first Canadian 
to hold that office. Habkirk got his start 
in the oil business 33 years ago running 
product tests for British-American’s Win- 
nipeg branch. 

An early switch to the credit depart- 
ment took him to Regina and back to 


162 


Winnipeg. He was division credit man- 
ager at Winnipeg until his transfer to 
his present post in 1945. An unusual 
musical avocation resulted in a four-year 
stint as bandmaster in the Canadian 
Army in World War II. He’s currently 
head of a Salvation Army band in 
Toronto. Unlike its U. S. counterpart, 
the Canadian Salvation Army is a church 
rather than a social service group. 


Haller: Something besides mowing 


A CHEVRON jobber whose hobbies 
include fishing, bowling and raising 
roses has stepped into the presidency 
of Pennsylvania Petroleum Assn. 

He’s Ralph F., Haller, head of Auto- 
motive Service Inc., Reading, Pa., a 
32-year veteran in the oil industry and 
a jobber since 1946. 

Haller’s interest in roses is fairly 
new. It goes back about four years 
when he and his family moved into 
a 100-year-old brick house in Oley 
Valley, outside Reading. 

“We have more than three acres of 
land there,” Haller says, “and I wanted 
to do something besides mow grass 
when I came home.” So part of the 
three acres went into a rose garden 
that now contains more than 30 
varieties. 

Haller isn’t interested in winning 
prizes for his roses, so he steers clear 
of competitions. He’s tried to raise 
new plants from slips of old plants but 
finds that he hasn’t had much success 
with that approach. “I buy plants and 
then take care of them,” he says. 

Haller’s interest in roses is matched 
by his wife Ann’s interest in African 
violets. She has about 100 varieties 
around the house. 

When it comes to fishing, Haller 
says he likes fresh- and salt-water fish- 
ing equally well. But his interest can 
swing over to fresh-water fishing any 
day. Reason: He has two ponds on 
his property, one of them stocked with 
bass and blue gills, the other with 
trout. 

Bowling doesn’t take up much of 
his spare time any more. When it did, 
it was for relaxation. Haller admits 
he is not a hot shot on the alleys. “My 
best score was 211 while my average 
runs about 160,” he says. 

Haller’s interest in the oil industry 
was whetted as a clerk for Blue Seal 
Oil Co., Reading, 32 years ago. He 
has been with Automotive Service for 
25 years, starting out as secretary, and 
has seen the company handle Mobil, 
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US ROYAL AIRCRAFT HOSE 





IT TAKES ONLY ONE 


TO DEFUEL AS WELL AS REFUEL 


Airports are busy places, and the fueling crews are often 
as busy as the proverbial one-armed paperhanger. You 
are able to save them much time and effort by provid- 
ing them with the U.S. Royal Aircraft Refueling and 
Defueling Hose (P-5178) —the hose that relieves them 
of the need of one hose to fuel, and then switching to 
another hose to defuel. This brawny hose is carefully 
compounded to resist today’s aromatic fuels. The strong, 
three-braid rayon carcass resists high pressures and 


Mechanical Goods Division 





rough treatment. The tan, non-marking Neoprene cover 
is unaffected by the weather or by petroleum products 
and is resistant to abrasion. Available with static wire 
if requested. 

This hose is one of the complete line of “U.S.” oil 
marketing hose—each hose in the line is a time-and- 
work saver with superior features for specific jobs. 


Get U.S. Royal Aircraft or any of the oil marketing hose 
from your Oil Equipment Jobber or write address below. 


United States Rubber 


WORLD'S LARGEST MANUFACTURER OF INDUSTRIAL RUBBER PRODUCTS 


Rockefeller Center, New York 20, N.Y. 
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In Canada: Dominion Rubber Company, Ltd. 
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Fleet-Wing, and Cities Service brands 
before going to Calso—now Chevron 
—in 1946, 

Today Haller supervises a jobber- 
ship that has over 3,000 heating-oil 
accounts, 15 controlled stations, and 
45 dealer accounts served through 
bulk plants in Reading, Pottstown and 
Lebanon. Total gallonage is over 10- 
million yearly. Haller handles Fisk 
and McCreary tires and Reading bat- 
teries. 

His only son, Ralph Jr., who is 
married, is working with pop in the 





company. The son is assistant secre- 
tary of the company and is up for 
promotion. His other child, a daugh- 
ter, is about to become a bride. 

In addition to Haller, other new 
officers of PPA are Silas E. Thompson 
of Herr-Thompson Oil Co., Lancaster, 
and Charles R. Keeney of King & 
Keeney Inc., McKeesport, vice pres- 
idents; and W. Ivan Simpson of Simp- 
son of Simpson Oil Co., Malvern, 
treasurer. 

New directors, in addition to Simp- 
son, are Thomas L. Delaney of De- 


WITH SHURE FIXTURES, YOU 
CAN ALWAYS ADD SALES EVEN 
WHEN YOU CAN’T ADD SPACE 


BATTERES POLISHING WASHING LUGRICATION 


TIRES 


TUBES ACCESSORIES 





Your profits largely depend 
upon how effectively you 
display T. B. A. items. Cus- 
tomers buy what they see! 
Let us show you how Shure 
Merchandising Fixtures can 
boost T. B. A. sales in your 
Sales Room and your Serv- 
ice Room. 


Send floor plan for 
suggested arrangement 


&sxhure 


MANUFACTURING CORPORATION 


(To obtain more data on advertised products see page 138) 


, 


aw a - : 


* 
naa ae 
See Roe 
aed 


THE SYMBOL 
OF BETTER 
MERCHANDISING 


1601 S. HANLEY RD. + ST. LOUIS 17, MO. 
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laney Bros. Inc., DuBois; Walter J. 
Hein, Montour Auto Service Co., 
Montoursville; Maurice L. Lyon of 
Monarch Oil Co., Pittsburgh; Harry 
J. Rehman of Liberty Oil Co., Port 
Carbon; Robert G. Salathe of Bedford 
Valley Petroleum Corp., Everett; Wal- 
ter F. Schwab of Pottstown; and 
Osmun Skinner of Van Dyne Oil Co., 
Troy. 


Blazer: Business is his hobby 


REXFORD S. BLAZER, one of the 
few men outside the Penn crude re- 
gion ever to be elected an officer of 
the National Petroleum Assn., has just 
been elected president. 

Now chairman of the board of Ash- 
land Oil & Refining Co., Ashland, 
Ky., Blazer has, in effect, spent his 
entire business career with one com- 
pany. He started with Allied Oil Co. 
and stayed with it when it became a 
subsidiary of Ashland in 1948. 

Blazer was born in Aledo, Ill., in 
1907, attended the University of II- 
linois. After college, in 1928, he 
hitch-hiked to Ashland, Ky., to sell 
himself to his uncle, Paul G. Blazer, 
one of Ashland’s founders. They de- 
cided a relative on the Ashland pay- 
roll might create complications, so 
young Blazer went to Cleveland, at 
his uncle’s suggestion, to be inter- 
viewed by the owners of a new, small 
fuel-oil distributing company, Allied 
Oil. He was the fifth employe, count- 
ing the two owners. 

Two years later he was named 
assistant sales manager; in 1935, sales 
manager, and in 1938, vice president 
of marketing. 

By 1948 when Allied became a 
subsidiary of Ashland and Blazer was 
named president, Allied had grown 
from a five-employe firm to the larg- 
est independent distributor of fuel oils 
in its marketing area, with water 
terminals, tankers and a refinery. 
Business carried over into leisure hours 
has been Blazer’s main hobby, besides 
an occasional round of golf. 
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Three years after the merger of 
the companies, Blazer was named 
president. He was elected chairman 
of the board in 1957. 

As president of NPA, Blazer suc- 
ceeds Guy B. Hunter, board chair- 
man of Quaker State Oil Refining Co. 
Hunter, named honorary trustee, con- 
tinues as treasurer. 

Moving into the first vice president’s 
chair is John E. Selden, top officer 
of South Penn Oil Co., Oil City, Pa. 
L. E. Kincannon, executive vice presi- 
dent of Rock Island Refining Corp., 
Indianapolis, Ind., succeeds Selden as 
second vice president. 

Officers re-elected include Fayette 
B. Dow, general counsel; Donald C. 
O’Hara, assistant general counsel; E. 
H. Fallin, technical and safety direc- 
tor; Roy Simmons, attorney; O. P. 
Keeney, recording secretary; and Mar- 
garet A. Miller, assistant treasurer 
and executive assistant. 

New faces on the board are those 
of Mare Braeckel, Sinclair Refining 
Co.; F. O. Koontz, Quaker State Oil 
Refining Co.; Richard Sauer, Standard 
of Ohio; W. E. Smith, Standard of 
Kentucky; and F. Kemmis Cadwell, 
Union Oil Co. of Calif. 


Brown: Medicine to marketing 


T. ED BROWN, new president of the 
North Carolina Oil Jobbers Assn., is 


president and general manager of 
Brown Oil Co., Wilson, N. C. 

Though he has a thriving Pure Oil 
jobbership (5-million gallons annually, 
about evenly divided between gasoline 
and kerosine-fuel oil), Brown’s early 
ambitions were in a different direction. 
After graduation from Oak Ridge 
Military Institute, he entered the Uni- 
versity of North Carolina with plans 
to study medicine. 

In the meantime, his father, the 
late T. Ed Brown Sr., founded the 
Brown and Crawley Oil Co. in 1936. 
Four years later, he switched from 
Cities Service to Pure and changed the 
firm’s name to Brown Oil Co. 

The senior Brown’s health began to 
fail, so Ed left the university for a 





one-year business course. He joined the 
company as secretary, became presi- 
dent in 1942 at his father’s death. 

Today the company operates within 
a 20-mile radius of Wilson, services 
50 stations (five company-owned, the 
rest leased), has two pick-ups, five 
delivery trucks and one transport. 

Brown, 40, is an avid fisherman who 
keeps his 24-ft. Chris-Craft inboard 
busy on the Pamlico River. 

His wife, Helen, 9-year-old Tom III, 





new 


in design ! 
new 
in abilities! 


new 


for years to 
come! 


and 4-year-old Robin, also enjoy the 
boat—if not the fishing—with equal 
enthusiasm. He also takes times out 
for a frequent round of golf, which 
usually winds up in the mid-80s. 

But hobbies don’t take all his spare 
time. He’s active in civic work too, is 
president of the Wilson P.T.A., a for- 
mer city commissioner, and past-presi- 
dent of the Wilson Kiwanis Club. He’s 
also an Elk, Moose, Mason and 
Shriner. 


Actually occupies % the space of other frame type models! 


Completely new type of frame lift rapidly gaining favor coast 


to coast! 





WATCH 
THIS 
BOX FOR 
SENSATIONAL 
ANNOUNCEMENTS 


complete 
specifications 
available free 











November, 1959 + NATIONAL PETROLEUM NEWS 


And consider these other features: 
under-car accessibility. Versatile .. . telescoping arms adjust 
to all cars, foreign or domestic, yesterday's, today’s or tomor- 
row’s models. Unique “pre-set” adjusting assures fastest, 
easiest lifting operation. Many other plus factors, too. 


50% greater 


OTHER AUTOQUIP ADVANCED DESIGN LIFT EQUIPMENT 
*Roll-on Lift with “Hold Safe” superstruc- 
ture — New “complete safety” design in- 
novation! A vehicle's own weight holds it 
securely against stops . . . car won't roll 

back. No fear of automatic wheel chucks 
that ‘forget’ to avtomate. 


* Long Life Ram — Thoroughly proved in 
severe industrial lifting applications. 
Incorporates many exclusive advanced 
design features. 
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FOR FARMS, FLEETS, INDUSTRY, ETC. 


BIGGER and BETTER 


at the same LOW price 


More than ever before the GASBOY 
Starliner 100 offers you important 
advantages found only in high priced 
pumps. Now four inches taller for 
greater streamlined attractiveness 
and convenience in use—the big 
ROLLER REGISTER is easier to read 
... the full size nozzle is handier and 
protected in its recessed holder. 

In addition to the “new look", there 
is the famous 14 g.p.m. million-proof 
belt driven pumping unit . . . the ac- 
curate lifetime bronze meter ... the 
negligible maintenance factor. 

Any way you look at it... at 
any price ... GASBOY Starliners are 
your best buy! 


SEND TODAY FOR NEW CATALOG 


102 Models To Choose From 


REPRESENTATIVES IN PRINCIPAL CITIES 


WILLIAM M. WILSON’S SONS, INC. 


LANSDALE, 


PA. 
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NEWS NOTES 





Robert N. 

Bridges was 

named manager 

of Sinclair Refin- 

ing Co.'s Great 

Lakes division, 

responsible for 

marketing opera- 

tions in Indiana, 

Michigan and 

Ohio. Assistant 

manager for the 

Bridges past two years, 

he moves up to replace Harry Young 

who recently was promoted to general 
manager of the central region. 

° 

Walter Paulus, once a salesman at the 

first drive-in service station in Ohio, has 

retired after 46 years with Standard Oil 

Co. (Ohio). He has been a. station 

examiner in the Columbus area since 

1926, 


om 

Mrs. W. C. McClellan, McClellan Oil 
Co., has switched from the DX Sunray 
flag to Sinclair. 

& 

Carlton Fredericks, manager of the 
East Coast Transport Co. in Goldsboro, 
N. C., is one of a singing foursome 
known as “The Fredericks.” Their rec- 
ord “I'd Give Anything in the World” 
is reported to be. selling well. 


* 

Col. John Shields has another new 
title. Last spring he was made an honor- 
ary Kentucky Colonel by the governor 
of Kentucky. Not to be outdone, gover- 
nor Brooks of Nebraska recently dubbed 
Shields an Admiral in the Nebraska 
Navy. Now he has a choice of using 
“Colonel” or “The Honorable.” Shields, 
a frequent participant in jobber manage- 
ment institutes, is with the John Wood 
Co. 

* 

David Proctor has retired as chairman 
of the board and director of Gulf Oil 
Corp. He is succeeded by R. O. 
Rhoades, executive vice president. 

Proctor, with Gulf for 40 years, was 
general counsel until 1956, when he be- 
came executive vice president. He was 
elected board chairman in October 1958. 
Rhoades started out as a geologist, was 
elected a vice president in 1951, became 
head of Gulf’s worldwide exploration 
and production activities two years later, 
and was elected executive vice president 
in Sept. 1958. 

a 

William C. Dixon, ex-West Coast 
chief of the antitrust division of the 
Department of Justice, and afterwards 
attorney for the California Petroleum 
Marketers Council in several actions, 
has been appointed chief of a new divi- 
sion of the state attorney general’s of- 
fice. The new division was formed to 
enforce the Cartwright Act, California’s 
antitrust law, and the Unfair Trade 
Practices Act. Dixon handled the “ex- 
clusive dealing” antitrust cases against 
Standard of California (1948) and 





MANUFACTURERS OF GASBOYS KEROBOYS. ONBOYS AND ROTABOYS Richfield (1950). 
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Willis H. Winters was named credit 
manager for Ashland Oil & Refining Co. 
He’s been assistant credit manager since 
1958 when he transferred from Allied 
Oil Co., Ashland subsidiary. He was an 
executive assistant there. 

* 

Allen G. Griswold, marketing depart- 
ment staff executive for Cities Service 
Petroleum Inc., has transferred to the 
lubricants sales department of Cities 
Service Oil Co. (Pa.). It’s part of an 
over-all marketing re-alignment con- 
nected with the recent appointment of 
E. L. Stauffacher as vice president of 
the parent company to coordinate mar- 
keting activities for the entire Cities 
Service system. 

+ 
Edsel F. Eid- 
son has _ been 
named coordina- 
tor of sales train- 
ing for DX Sun- 
ray Oil Co. It’s 

a new post, which 

includes _respon- 

sibility for the 
immediate launch- 
ing of an expand- 
ed sales © training 
Eidson program for DX 
dealers, lessees, distributors and other 
sales personnel. 

Eidson will also serve as a staff mem- 
ber of the merchandising department in 
the general office. He was assistant man- 
ager of training for the Ethyl Corp. 
before joining DX. 

* 

R. B. Phillips has been appointed di- 
rector of plans and programming in Gulf 
Oil Corp.’s marketing department to 
assist the departmental coordinator in 
the development and coordination of 
worldwide marketing. He was formerly 
manager of cost control and budgets in 
the New York division office. 

a 


The New Mexico Petroleum Indus- 
tries Committee elected R. T. Holmes, 
Humble Oil & Refining Co., Albuquer- 
que, N. M., chairman Vice chairman 
is J. E. Low, Amerada Petroleum Corp.., 
Tulsa, Okla. Also elected were: A. E. 
Martin, Texaco Inc., Albuquerque, 
treasurer; Fred Linn, executive secre- 
tary, and Joe Palmer, assistant secretary. 


Gulf Oil Corp. 

has named Henry 

La Cossitt its 

public relations 

representative in 

Washington, D.C. 

with offices at 

1001 Connecticut 

Ave., N. W., after 

Ost. ft. & te 

tionally known 

editor and _ one- 

La Cossitt time radio com- 

mentator, he has most recently been a 

consultant to the American Petroleum 

Institute. LaCossitt’s appointment is part 

of Gulf’s broad-based political program. 

One of his jobs will be to write a bi- 

weekly analysis of political news in 
terms of Gulf’s interests. 
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Ralph Morris, a partner in Eastern 
Gas & Oil Co., Phillips jobbers in New 
Bern, N. C., is serving a one-year term 
as a State highway commissioner. 


Maurice J. Rivet Jr. was elected vice 
president and director of Atlas Lubri- 
cant Corp., New Orleans. He replaces 
Grover L. Howard, who resigned. Other 
new Officers are Harold M, Clement, 
treasurer and director, and Robert C. 
Hartley, secretary. 


° 


John G. Powell was elected vice 
president of Tiona Petroleum Co., Penn- 
sauken, N. J. R. C. Trentch was ap- 


pointed assistant sales manager and 
Fred Westburgh, manager of wholesale 
sales, 


George H. Rohrs has moved up from 
president to chairman of the board at 
Metropolitan Petroleum Corp., Oradell, 
N. J. At the same time he becomes a 
vice president of the parent Pittston Co. 
James P. Drainie, formerly with Waller 
Petroleum Co., takes Rohrs’ place as 
president of Metropolitan. 

Russell M. Stein succeeds Drainie as 
manager of Waller’s New York office. 
He was previously with Simpson, 
Spence and Young as oil broker. 


THE 


OUTSTANDING 
BOMSER MARKETORS 


BOOST GALLONAGE 
MODERNIZE 


CUT COSTS 


Reh £13 Pere 


MARKETING DIV. «¢ Fort Wayne 
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About Oil People 





Melvin R. Springer, Little Rock dis- 
trict manager for Lion Oil Co. since 
1935, has been appointed marketing 
consultant to the general headquarters 
manager at El Dorado. He will main- 
tain his residence in Little Rock. 

W. King O'Leary, assistant district 
manager since February, moves up to 
succeed Springer. Grady G. Garrison, 
administrative assistant to the manager, 
succeeds O’Leary. 


J. A. Sheridan, Shell Oil Co. division 
manager in Milwaukee, was elected 
chairman of the Wisconsin Petroleum 
Council. G. D. Carroll, regional man- 
ager, Standard Oil Co. (Indiana), Mil- 
waukee, was re-elected vice chairman. 


Carpenter Oil Co., successor to the 
pioneer private-brand Coryell Co., - 
moved its offices from Lincoln, Neb., 
Des Moines, lowa. Herb Casey, wen Da 
sales manager, severed all connections 
with the company, will remain in Lin- 
coln adding to the service stations he 
already owns. The Carpenter firm of- 
fered to move the entire office staff to 
Des Moines, but they all resigned. 


Basil R. Littin has joined Continental 
Oil Co. as associate director of public 
affairs. Headquartered in Washington, 
he will specialize in government rela- 
tions. Littin was formerly with Hill and 
Knowlton Inc., public relations counsel- 
ing firm in New York. 


Year in, year out 
DEPENDABILITY 


BLACKMER rotary pumps 


Cut maintenance costs and delays with dependable Blackmer Pumps. 
They’re built for lifetime service with sustained efficiency through 
the highest standards of manufacture and superior design features. 
These outstanding advantages will save time and money for you: 


* Self-adjusting for wear vane construction 
* Replaceable vanes and liners 
Self-priming with high suction lift 
Wide range of applications 
Capacities from 5 to 1500 GPM 


Compact design 


FOR FULL DETAILS, WRITE FOR BULLETIN 1. 








BLACKMER PUMP COMPANY, GRAND RAPIDS 9, MICHIGAN 


See Yellow pages for your local sales representative 
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NATIONAL 


R. E. Robbins, formerly retail mar- 
keting operations manager in Los An- 
geles for Union Oil Co., is now retail 
marketing manager for the Seattle divi- 
sion. He succeeds J. H. McGee, trans- 
ferred to Hong Kong as district sales 
manager. 

& 

John W. Peel, formerly San Diego 
area sales supervisor for Tidewater Oil 
Co., moves to company headquarters in 
Los Angeles as government sales super- 
visor for the western division. 

* 

Donald T. Moore, sales manager of 
Mobil Oil Co.’s liquefied petroleum gas 
district retired after 40 years with the 
company. The district, headquartered in 
Poughkeepsie, covers an 1l-state area. 
A. T. Strom, formerly district sales 
engineer, succeeds Moore. 

® 

William Eastham was named market- 
ing assistant and real estate manager for 
Pate Oil Co., Milwaukee. With Pate 
since 1951, he has been working on 
budget preparation, statistits and legal 
real estate matters since 1956. Hugo 
Malo, recently with Mansfield Tire & 
Rubber Co., is the real estate represen- 
tative. 

a 

John L, Foy is executive vice presi- 
dent and general manager of General 
Petroleum Corp., Gulf jobber in Greater 
Miami. Until recently he was a news- 
paper executive in Miami. 

« 

Dr. Theodore A, Andersen has been 
named top deputy to the chief of Cali- 
fornia’s new economic development 
agency. He was special assistant to the 
vice president on organization, planning 
and development for Tidewater Oil Co. 
until 18 months ago, when he became 
director of economic and business re- 
search for the state of Washington. 

a 

J. A. Doyle, formerly service-station 
sales manager in Esso Standard Oil Co.’s 
New England division, is now service- 
station development manager for the di- 
vision. It’s a new post. R. W. Wilhelm, 
Baltimore district manager, moves to 
Boston to succeed Doyle. 

© 

W. S. Jones, independent jobber op- 
erating from his plant in Bossier City, 
La., has sold his business to C. B. Sentell. 


Deaths... 


Leo M. Ties, Ties Oil Co., Conoco 
jobber in Brodhead, Wis., died Sept. 9 at 
his home after suffering a heart attack. 
He was 59 and had been in the oil 
business for 36 years. 

6 

J. Cooley Gillis, Camden Gas & Oil 
Co., Shell jobber in Camden, S. C., died 
Sept. 7. He was recovering from an op- 
eration when complications caused his 
death. 

Gillis was one of the organizers of 
the South Carolina Oil Jobbers Assn. 
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Coming Meetings 


NOVEMBER 


National Oil Jobbers Council, annual meet- 
ing, Congress Hotel, Chicago, Nov. 4-7. 


API, 39th annual meeting, Conrad Hilton. 
Palmer House and Congress Hotels, Chi- 
cago, Nov. 9-11. 


Society of Independent Gasoline Market- 
ers of America, annual meeting, Congress 
Hotel, Chicago, Nov. 8-9. 


DECEMBER 


Interstate Oil Compact Commission, Ho- 
tel Sheraton, New Orleans, Dec. 3-5. 


Oil Industry TBA Group, annual meeting, 
Chase-Park Plaza Hotel, St. Louis, Dec. 7-8. 


Society of Aut tive Engineers, Shera- 
ton-Cadillac & Statler Hotels, Detroit, Dec. 
11-15. 





Oil Trades Assn. of New York, Waldorf- 
Astoria Hotel, New York City, Dec. 20. 


JANUARY 1960 


Society of Automotive Engineers, annual 
meeting and engineering display, Sheraton- 
Cadillac and Statler Hilton Hotels, Detroit, 
Jan. 11-15. 


Arkansas LP-Gas Assn., semi-annual meet- 
ing, Hotel Arlington, Hot Springs, Jan. 17-18. 


Kansas Oil Men’s Assn., annual conven- 
tion, Broadview Hotel, Wichita, Jan. 17-19. 


Kentucky Petroleum Marketers  Assn., 
34th annual convention, Brown Hotel, Louis- 
ville, Jan. 18-20. 


Northwest Petroleum Assn., annual meet- 
ing and trade show, Nicollet Hotel, Minne- 
apolis, Jan. 20-21. 


Oil Trades Assn. of New York, Waldorf- 
Astoria Hotel, New York City, Jan. 20. 


Michigan Petroleum Assn., management 
institute, Michigan State University, Lansing, 
(date not available at publication). 


FEBRUARY 


Missouri Petroleum Assn., annual meeting 
and trade show, Chase Hotel, St. Louis, Feb. 
1-3. 


Intermountain Oil Jobbers Assn., Tropicana 
Hotel, Las Vegas, Feb. 3-5. 


Iowa Independent Oil Jobbers Assn., an- 
nual convention, Ft. Des Moines Hotel, Des 
Moines, Feb. 16-17. 


Nebraska Petroleum Marketers Assn., man- 
agement institute, University of Nebraska, 
Lincoln, Feb. 16-18. 


Wisconsin Petroleum Assn., annual meeting 
and trade show, Schroeder Hotel, Milwaukee, 
Feb. 24-25. 


API, Marketing Division, lubrication com- 


mittee meeting, Sheraton-Cadillac Hotel, De- 
troit, Feb. 25-26. 


First listing. 
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MARCH 


Kentucky Petroleum Marketers Assn., Sth 
management institute, Brown Hotel, Louis- 
ville, Mar. 14-17. 


Society of Automotive Engineers, na- 
tional automotive meeting, Sheraton-Cadil- 
lac Hotel, Detroit, Mar. 15-17. 


Texas Oil Jobbers Assn., annual conven- 
tion, Commodore-Perry and Stephen Austin 
Hotels, Austin, Mar. 17-19. 


Ohio Petroleum Marketers Assn., annual 
convention and trade exposition, Deshler- 
Hilton Hotel, Columbus, Mar. 23-24. 


Oil Trades Assn. of New York, Waldorf- 
Astoria Hotel, New York City, Mar. 23. 


APRIL 


API, Transportation Division, highway con- 
ference, Shamrock-Hilton Hotel, Houston, 
ton, Apr. 4-6. 


Oil-Heat Institute of America, annual con- 
vention and trade show, Park Sheraton 
Hotel and The Coliseum, New York City, 
Apr. 4-7. 


23rd National Oil Heat & Air Conditioning 
Exposition, The Coliseum, New York City, 
Apr. 4-7. 


> North Carolina Oil Jobbers Assn., man- 
agement institute, University of .North 
Carolina, Chapel Hill, Apr. 18-22. 


American Society of Lubrication Engineers, 
annual meeting and exhibit, Netherland- 
Hilton Hotel, Cincinnati, April. 19-20. 


Michigan Petroleum Assn., Detroit-Leland 
Hotel, Detroit, Apr. 19-20. 


National Petroleum Assn., Hotel Traymore, 
Atlantic City, Apr. 20-22. 


Independent Petro'eum Assn. of America, 
mid-year meeting, Denver Hilton Hotel, Den- 
ver, Apr. 24-26. 


Indiana Independent Petroleum Assn., man- 
agement institute, Indiana University, Bloom- 
ington, (date unavailable at publication). 


Iowa Independent Oil Jobbers Assn., man- 
agement institute, State University of lowa, 
Central Iowa City, (date unavailable at pub- 
lication). 


MAY 


> Liquefied Petroleum Gas Assn., annual 
meeting and trade show, Conrad Hilton 
Hotel, Chicago, May 1-4. 


> Tennessee Oil Men’s Assn., spring con- 
vention, Claridge Hotel, Memphis May 1-3. 


> Louisiana Oil Marketers Assn. annual 
convention, Roosevelt Hotel, New Orleans, 
May 6-8. 


> National Tank Truck Carriers, 12th an- 
nual convention, Mark Hopkins Hotel, San 
Francisco, May 9-11. 


> Pennsylvania Petroleum Assn., Hotel Bed- 
ford Springs, Bedford, May 9-11. 


> National Oil Jobbers Council, Statler 
Hotel, Washington, D. C., May 15-18. 


| 


Rubber 

girdle 

ona 
connector 


...another reason why 


Autocar 
is the “World’s Finest” 


Every terminal clip on Autocar 
wiring gets double protection: 
each one is pressure-applied, 
dipped in solder, then gets a 
rubber boot or girdle to cover 
the exposed soldered joint. 


All wires exposed to weather 
get an extra covering of lumex 
or braid. Individual fuses or cir- 
cuit breakers protect important 
circuits. Cab wiring is inde- 
pendent—connected by two oil- 
and dirt-proof terminal blocks. 

“Extras” like these help 
make Autocar the “World’s 
Finest” heavy hauler. 


Autocar 


‘World's Finest” 








Division of 
The White Motor Company 
Exton, Pennsylvania 
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SEARCHLIGHT SECTION 
‘OPPORTUNITIES 


EMPLOYMENT 
BUSINESS 


ADDRESS BOX NO, REPLIES TO: Box No. 
Classified Adv. Div. of this publication. 
Send to g ce nearest you. 
NEW YORK 36: P. O. BOX 1 
CHICAGO 11: 520 N. Michigan Ave. 
SAN FRANCISCO 4: 68 Post St. 


POSITION VACANT 


Petroleum sales manager for Midwest leader in 
petroleum distribution to rural areas. Need idea 
man with engineering degree or equivalent plus 
success in petroleum marketing. Salary open, no 
age limit, good benefits and salary progression 
program ; company reputation for 30 years of top 
customer relations and progressive management. 
Outstanding opportunity to program growth of 
our petroleum service and build A-l personal 
future. Live in Minneapolis area. Write qualifica- 
tions, current salary to P-2918, National Petro- 
leum News. 


SELLING OPPORTUNITY OFFERED 
Manufacturer of "Service Station Equipment 
needs sales representative in Upper Midwest. Oil 
Company or Equipment Jobber experience desir- 
able but not essential. Must be free to travel 
Career opportunity with a growing company for 
a producing salesman. Salary and incentive plan, 
with expenses paid. Excellent immediate earn- 
ings. SW-286%, National Petroleum News. 


POSITIONS WANTED 


Sales and Operations Manager, College Grad, 
desires contact with strong progressive jobber. 
Ten years experience with major in all phases of 
Retail Marketing, Operations, Real Estate, Cred- 
it, Office Management, Maintenance. Outstanding 
record, excellent references. PW-2887, National 
Petroleum News. 

Petroleum Marketing Executive Desires Con- 
nection in Southeastern or Southwestern section 
of the United States. Presently employed as Divi- 
sion Manager of medium sized oil] company. Ex- 
perienced in all phases of petroleum marketing 
and real estate acquisitions, expansion minded, 
branded or unbranded products. Industry and 
employer references. PW-2835, National Petro- 
leum News. 

Fi 


cutive — Multiple Operations — 
World Wide. Accumulated know-how over 30 
years in all phases of far-flung operations of 
several largest oil companies at all management 
levels. Took leading part in: Development man- 
agement controls and standards of performance; 
establishing financial, accounting, budget and 
auditing procedures; organization/reorganiza- 
tion, selection and training staff; manpower 
analysis; and utilization electronic machines. 
First-hand experience in Exploration, Producing, 
Refining, Marine, Pipeline and Marketing opera- 
tions. Extensive foreign languages, travel, resi- 
dence, exchange, taxes and contacts. In middle 
fifties—will relocate—will travel. Available im- 
mediately as consultant or regular employment. 
PW-2797, National Petroleum News 





BUSINESS OPPORTUNITIES 


Bulk Oil Plants, Propane Gas Pliants—Selected 
properties throughout the midwest. We specialize 
in selling petroleum properties. Ole Brodd Petro- 
leum Marketers, 605 Produce Bank Bldg., Minne- 
apolis 3, Minnesota. 


For Sale ‘in Oklahomo—Oil Com pounding Blend- 

ing Plant with land, plant facilities, machinery 

and equipment. Ideal location, two railroads, two 

freight lines. Three well advertised trade-mark 

brands of oil and an established brand of per- 

ma anti-freeze. BO-9059, National Petroleum 
ews 


Established major and independent private brand 
jobbership for sale. Volume exceeds 1,000,000. 
Central Oklahoma. 15 owned or leased stations. 
Excellent earnings. Terrific potential. $85,000 in- 
cludes 2 truck LPG operation. Poor health. BO- 
2394, National Petroleum News. 


WANTED 


Used 1000 to . 1500 gal. truck with meter, etc. 
Send price and photograph. Halwachs Pet. Prod., 
Olean, N.Y. 


170 


:EQUIPMENT 
:USED OR RESALE 





LUBRICATING OIL-MAN 


Experienced in formulating blends and making 
chemical analysis, capable of running tests. Also to 
assist in details of sales department. Middle Atlantic 
location. Write giving full details, references, ex- 
perience, education 

P.2827 NATIONAL PETROLEUM NEWS 
Adv, Div., P. Box 12, N. Y. 36, N, ¥. 


Class, 0 








WANTED 


supplier of gasoline 
capital for fabulous discount service station opera- 
tion. Have access to many service stations and 
properties 100 mi. radius NYC. Have very successful 
background in all phases of gasoline business. Young, 
dynamic. 
BO-2828 NATIONAL PETROLEUM NEWS 
Adv. Div., P. 0. Box 12, N. Y. 36, N. Y. 


Independent with sufficient 


Class. 








FOR SALE OR TRADE 


One 4200 gal. 4 compartment trailer with White 
WB22 tractor Truck completely overhauled. 
Trailer is lightweight streamlined with new axle 
and brakes. Will sell $3000.00 or trade for 
smaller straight truck with pump _ meter. 
EMERSON \PERRIN 
184, Sharon, Pa. Phone 


for 


Box D1-66593 








For Sale 
Burroughs Billing Machine 
Model M235, will 
and total. Fast and accurate biller for oil 
marketer. Bargain—good condition 
RIVER STATES OIL COMPANY 
P.O. Box 49, Evanston, Iilinois 


automatically compute extension 


jobber or 








FOR SALE 


1951 Studebaker 4 compartment 1100 gallon 
tank truck completely equipped. Pump, hose, 
reel, meter. $2350. 

1948 Ford F 800 4 compartment 1670 gallon tank 
truck. Browdie meter. $1400. 


MCCLEARY OIL COMPANY—Chambersburg, Penna. 











Mack’s L.F.T. 


With 510 gas engine—1952 and earlier models 
10 speed 1100/22 tires. A famous workhorse. 


Write or phone R. W. ALLEN 


MACK TRUCKS, INC. 
Plainfield, N. J. PL 6-8600 








OPPORTUNITIES 





Business; personal or personnel; financial; 
equipment; etc., may be offered or located 
through the classified advertising section of 
NATIONAL PETROLEUM NEWS. 








PROFESSIONAL 
SERVICES 














PROPANE GAS PLANTS 
ANHYDROUS AMMONIA PLANTS 
Designed and Installed 


PEACOCK CORPORATION 
Box 268, Westfield, N. J. 











NATIONAL 





WHY DO 
O1L MARKETERS 
READ NPN*? 








BECAUSE IT’S FULL 
OF USEFUL MONEY- 
MAKING |DEAS/ 


* National 
Petroleum 
News The magazine for 


oil marketing-management 
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bottom of the barrel 


e Art ov Seling. An acquaintance in the TBA game 
—Bill Green of TBA Associates, by name—passes 
along the instructive correspondence below, origi- 
nally sent by a salesman to his chief: 
“DeEaR Boss: I seen this outfit which they an’t never 
bought a dime’s worth of nothing from us and I 
sole them a couple hundred thousand dollars worth 
of guds. I am now going to Chawgo.” 


Two days later came a second letter: 
“DeaR Boss: I cum here and I sole them half a 
milyon.” 

Both letters wound up on the company bulletin board, 

along with this note from the boss: 
“We been spendin too much time here tryin to spel 
insted of tryin to sel. Let’s watch those sails. I want 
everyboddy shud reed these letters from Gooch who 
is on the rode doin a grate job for us, and you shud 
zo out and do like he done.” 

Our TBA correspondent assures us that he and his 

boys are on rode tryin to do like Gooch done. 


e Humility. Since the announcement of the pro- 
posed merger of Jersey Standard’s domestic companies 
under Humble Oil (Del.), some employes have been 
signing communications, “Humbly yours—.” 


e It’s in The Book. The Jersey merger was the sub- 
ject of a Biblical paraphrase during the Oil-Heat 
Institute board meeting. Quoth Charles H. Burk- 
hardt, OHI official: “He shall move the mighty from 
their exalted seats, and the Esso shall be Humble.” 


e A for Effort. In Toronto, attendants at Ballan- 
tyne’s Shell Service rubbed and scrubbed the plate- 
glass display window until it was spotlessly clear, 
realized they had done too good a job when a cus- 
tomer walked into, and through, the glass. 


NEW 4 LOS + 
‘A 


YORK 


IN HIGH GEAR / 


“Oh, oh. I think that’s the same cop we damn near ran over coming East.” 
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“Any calls for me while I was out?” 








ee, a 


e Traffic Axiom. “If all the cars in the nation were 
placed end to end, someone would pull out and try to 
pass them.” — from the Catholic Digest. 


e Diversification Note. A hot-dog cooker that plugs 
into a car’s lighter socket will be on the market soon, 
reports Food Engineering, McGraw-Hill publication. 
We can see it now. Man pulls into station, orders a 
gallon of gasoline and a pound of franks. Franks and 
mustard gradually replace gasoline and oil as volume 
items, food chains take over oil marketing and oil 
industry moves into food (NPN—Oct. p. 141). See? 





“And going downhill, you can 
take your foot off the pedals.” 
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AML HICAN 


WORLD 


© 


AIBWAY S® 


New B.F.Goodrich hose can 
take abuse, won't mark aircraft 


HE cover of this B.F. Goodrich 
hose is made of tough, new 
rubber compounds that can take the 
roughest scrapes without a sign of 
wear. And it can be tugged along the 
wing without leaving unsightly black 
marks on the aircraft. It’s smooth, 
with no ridges to snag on rivets or 
sharp edges. Oil and gasoline won't 
hurt it, nor exposure to all sorts of 
weather. 
This new, improved B.F.Goodrich 


hose, known as Type 38, is reinforced 
with three braids Lp new chemically- 
produced fiber many times stronger 
than cotton, that gives it strength, with- 
out making it stiff and bulky. Both 2” 
and 2%” sizes are factory tested to 400 
pounds psi, giving them a better than 
3-to-1 safety factor over the recom- 
mended 125 pounds working pressure. 
The hose tube is gasoline and oil- 
proof, will not swell. 

Safe and strong as it is, this hose is 


also flexible, easy to handle. It won't 
collapse to cause shut-offs or slow up 
deliveries. Hose works equally well in 
top deck or reel service. 

B.F.Goodrich aircraft fueling hose 
meets all NFPA specifications as ap- 
proved by the CAA, major airlines, 
and insurance underwriters. Call a 
B.F.Goodrich distributor for more 
information, or write B.F. Goodrich 
Industrial Products Company, Department 
M-718, Akron 18, Ohio. 


BE Goodrich aircraft fueling hose 
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Toxizmm 


Turn those trucks into your station with 


In terceptor 


High Speed disPENsERS 


You can share the profitable commercial car 
business by providing equipment to serve 
large vehicles quickly. Tokheim Interceptor 
HIGH SPEED DISPENSERS are unexcelled 
for this purpose. Delivering up to 30 gallons 
a minute, these high speed units are offered 
in two styles and three types: the Model 
452 HS with high-intensity fluorescent dial 


lighting, Model 448 HS without dial lighting, 
and Model 448 HS-TP with ticket printer 
for recording transactions. All models reg- 
ister up to 1,000 gallons per sale and utilize 
the famous Tokheim Miracle Meter. They 
are available either as suction pumps, or ped- 
estal dispensers for use with submerged 
pumps. See these new Tokheims today! 


Tokheim Model 
448 HS-TP High 
Speed Dispenser 
with Ticket Printer 


SYMBOL OF EXCELLENCE 


TOKHEIM CORPORATION 


DESIGNERS AND BUILDERS OF SUPERIOR EQUIPMENT SINCE 1901 


FORT WAYNE, INDIANA 


OKHEIM 





Subsidiaries: Tokheim International, A.G., Lucerne, Switzerland; 


GenPro Inc., Shelbyville, Indiana; Tokheim of Canada, Ltd., Toronto, Ontario 





RIGHT 


to the Pen my ! 


It's an A. O. Smith 
T-6 truck meter... 


iy Suits you to a “T” — that’s the good 

word for A.O.Smith’s Model T-6 truck 

meter shown here. Tailored for top per- 

formance on trucks engaged in rural 

and domestic fuel oil delivery, this meter operates 

consistently regardless of temperature extremes. 
Never misses — even in coldest weather. 

With unduplicated A. O. Smith rotary princi- 
ple, the Model T-6 stands as the best buy in its 
metering class. The pay-off is precision measur- 
ing of all kinds of liquid petroleum products... 
year after year. 


Enjoy true measure with a “'T."” For all the 
facts about this and other A. O. Smith © OO &.? 0 Bae 
“T Series” truck meters — write today for 


free, illustrated bulletin 127-C. Smith - E+. Division 


Factories: 5715 Smithway St., Los Angeles 22, California; Erie, Pennsylvania. Offices: Atlanta 5, Ga.; Chicago 3, III; 
Houston 2, Texas; Los Angeles 2, Calif.; New York 17, N .Y.; Oakland 21, Calif.; Tulsa, Okla. Canada: Toronto 12: 
Vancouver 1. A. 0. Smith INTERNATIONAL S. A., Milwaukee 1, Wisconsin, U. S. A. 














